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Rough Proofs 


Gene McDonald thinks the pig 
squeal is the key to successful 
television production, Listeners to 
the Bikini atomic bomb broadcasi 
were convinced they had it al- 


ready. 
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‘Opportunity’ Ad 
Plan Okayed by 
Chamber Board 


WASHINGTON—The board of di- 
rectors of the U. S. Chamber of 
Commerce has approved a pro- 
posal that national advertisers 
earmark a definite part of their 


|advertising budgets for ads de- 


Next fall Mr. Kiplinger will| signed to help America “think | 
publish Kiplinger’s Magazine—the | straight about the American eco- 


Changing Times, at $6 a year,| nomic system.” 


with no advertising. Adless maga- 


Sponsored by 
committee 


the chamber’s 


rd . » ‘ol 
Srestest stensil inprwemesit ce years 2 


"yes-the TRIPLE-THICK BOTTOM in Wagd 


Se? TEETER KOTTOM 
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PREPRCT FOR WATERLESS’ LOOKING? 


Most Advertisers Plan 


to ‘Hold Price Line’ 


‘Decontrol’ Test 
Nears Quick Exit 


zines used to be a novelty, but | 


on distribution, the 
times have changed. 


Plan calls on the chamber to set) 
/up a national council on adver- | 


; |tising which would spearhead a) 
Howard Hughes’ advertisement | jarge-scale effort to promote. 


for “The Outlaw” describes Jane «american opportunity.” | 
Russell as “mean, moody, mag-' Under plans yet to be developed. 
nificent. ; _by a sub-committee on advertising 

Well, magnificent, anyway. _and sales promotion, users of ad- 
| vertising on both national and 


The Silex saturation test in|10ca! levels would be asked to 


Diath teak doeeeionkel te com- | lend their facilities to messages 
pany says, that “just being avail- 
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7, | 


as Prices Soar 


Retailers Can't 
‘Hold the Line,' 
OPA Boosters Say 


WASHINGTON — Newspapers’ ads 
and statements pledging retailer 
cooperation in holding the price 
line pleased government officials, 


TRIPLE-THICK — This four-color bleed 
copy for Reynolds Lifetime aluminum 
pans with the triple-thick bottom, first 
appearing in May issues of women's 
magazines, will be resumed again in 
the fall. J. Walter Thompson Co., 
New York, is agency for Reynolds 
Metals. 


able won’t sell goods.” 
If you can name the missing in- 


class. 
, =F F 


'developed in cooperation with the 


chamber. 
| The national 


| chamber’s staff 


gredient, go to the head of the | here has been at work for some 


|time developing the type of ad- 
| vertising proposed, but no details 
| were released pending a further 


“He mills the flour,” says Mc-|report to the chamber directors 


Call’s, “she bakes the cake.” 
The smart gal who can find the 
flour nowadays takes the cake. 


¥ Vv 


George A. Kelly wanted to be a 
baseball player when he graduated 
from Michigan, and made a triple 


|at their next meeting in Septem- 
| ber. 

When the final plans are ap- 
_proved, the chamber will call a 
‘meeting of top-flight industrial 
and commercial executives to ob- 
‘tain support for the program. 


Planning and developing is in 


Four A’s Launches 
Program to Keep 
Cash Discounts 


New YorK—Directors of the 
American Association of Adver- 
tising Agencies have passed a 
resolution reaffirming the “impor- 


play by becoming a lawyer and charge of Leonard W. Trester, tant service” of the 2% cash dis- 


then switching to advertising. 
, & * 


Gladys the beautiful reception- 
ist says she thinks the Wets ought 
to be called the Drys, because 
they’re thirsty and the Drys are 
not. 

*¥ Vv FF 


Photo-engravers who are going 
to melt silver dollars to obtain 


/director of public policy, General 


/Outdoor Advertising Company, 


Washington. 


Head of JWT Plans 


Board to Sullivan, 
Stauffer & Bayles | 


New YorK—Any doubts about 


/count in advertising practice. 
The four A’s will conduct an 
educational program to “bring to 
| the attention” of the ‘small min- 
|ority” of media owners that this 
‘discount is “indispensable to 
/sound finance in the national ad- 
vertising structure.” 

The program, which had been 
| deferred by the war, was induced 
| specifically by the action of six 


materials for their trade are no | the fact that the newly formed | newspapers since Feb. 15 in drop- 
kin to the old-fashioned spend-| agency of Sullivan, Stauffer & ping this discount. They are the 


thrift whose dollars used to burn| Bayles (AA, July 1) has moved | 


holes in his pocket. 
vyv¥eiegy 


“Sworn statements by weeklies 
made mandatory by law,” says a 
news story from Washington. 

Shucks, they might as well join 
the ABC, 


- a we 


Dropping of 
Please,” by Socony-Vacuum was 
simply good business, the com- 
pany says. It found out you don’t 
have to be of the intelligentsia to 
own an automobile. 


vy v 
CPA Chief Small tells mod- 
estly of having “discouraged” 


450,000 out of 500,000 commercial 
building projects. Wonder how 
many jobs for building workers 
were also discouraged. 


¥, Vv F¥ 


The NIAA is studying the ques- 
tion of how often ads may be re- 
peated to advantage, and so far 
hasn’t heard any cheers from the) 
typographers, engravers and elec- | 
trotypers. 
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“Don’t lock me in,” carols Yale 
& Towne as it prepares to intro- 
duce 100 new products at the rate 
of two a month beginning next 
September. 

Copy Cus. 


“Information | 


‘into the big time were dispelled 
‘today with the resignation of 
| Robert Colwell, vice-president, di- 
rector and chairman of the plans 
board of J. Walter 
/Company, to become a member 
‘of the new agency. 

The agency will henceforth be 
known as Sullivan, Stauffer, Col- 
well & Bayles, Inc., with Mr. Col- 
well assuming charge of all crea- 
tive departments and of all crea- 
tive personnel. 


Cohane Is Vice-President 
John P. Cohane, formerly vice- 


at Ruthrauff & Ryan, has been 
elected vice - president, director 
and secretary of SSC&B. The five 
members of the agency will func- 
(Continued on Page 59) 


‘Outlaw’ should 


be outlawed, says ed- 
itorial. 
Other features: 


Ad-libbing a 
Business Paper Figures . 42 
Feature Page a 
Getting Personal 40 
Information for Advertisers om 
In Washington ... ... BS 
Obituaries .. . 59) 


Photographic Review 
Rough Proofs . 


Voice of the Advertiser. 36 


Thompson | 


See Page 12. 


(Continued on Page 59) 


but the upward surge of basic 
commodity markets as price con- 
trol ended this week strengthened 
administration efforts to revive 
OPA. 

These initial spurts of food and 
other commodities were so thor- 
oughly publicized by forces sup- 
porting OPA that by mid-week 
Congressional leaders agreed that 
a new Senate bill acceptable to 
the White House might be re- 
ported within a week. 

[A new price control bill, minus 
the Taft and Wherry amendments, 
was approved by the Senate bank- 


ing and currency committee in 
Fourth of July sessions, but faced 
‘rough going on the Senate floor. 
| Public feeling on price control 
was running high, stoked by the 
Presidential appeal, and a sudden 
increase in milk and retail meat 
|prices as the government con- 
sumer subsidy program ended. 
Other than these general food 
changes, and isolated profiteering, 
retail stores pledged themselves 
to observe OPA pricing methods. 
Stressing the upswing on the 
(Continued on Page 59) 


Last Minute News Flashes 


Gluckin Launches $200,000 Drive for Bra 


New York—Gluckin Corporation, through Alfred J. Silberstein-Bert 


| Goldsmith, Inc., will launch a $200,000 consumer campaign for the 
new Alene wired bra in two-color page copy in the July 14 issue of 


This Week Magazine. 


Color and black and white insertions will fol- 


low in Cosmopolitan, Good Housekeeping, Ladies’ Home Journal, Life, 
| Mademoiselle, McCall’s, The New Yorker, Woman’s Home Companion 


and Vogue. 


Dealer tie-in newspaper advertising has been running 


since mid-May in the U. S., Canada, Mexico and Puerto Rico. The 


bra, in three styles including a 


strapless model, is made with a 


patented removable wire, and retails for $7.50. 


'Chicago Printers’ Demands Go Up 


president and account executive | 


Cuicaco—Typographical Union No. 16 has served notice on Chicago 
newspapers and job shops that the demise of OPA will force them to 
revise upward wage proposals made in current contract negotiations. 
Under these proposals, the printers asked $3.02 per hour, with 10% 


extra for night side. 


Hutchins Gets Justowriter 


Account 


RocueEster, N. Y.—Hutchins Advertising Company’s Rochester office 


has been appointed to handle advertising of Justowriter Corporation, | 
Rochester, maker of adjustable spacing typewriters, automatic letter | 
writers and other products, effective immediately. 


Sweetser, Byrne & Harrington Gets Dobbs 

New YorK—Dobbs Hat division of Hat Corporation of America has | ments.” 
appointed Sweetser, Byrne & Harrington, effective Sept. 1. The divi- 
sion handles Dobbs men’s and women’s hats, and Berg and Crofut- agent Robert J. Enders is spon- 


| Knapp brands. This account has been with Abbott Kimball Company. soring a 


Steele Heads ANPA Bureau's Retail Unit 


(Additional News Flashes on Page 59) 


But Few Have Formed 
Policies; Buyers’ 
Strike a Factor 


NEw YorK—With government 
price control ended, and eyidence 
of a buyers’ strike growing, na- 
tional advertisers and _ retailers 
hastened to tell the public that 
price levels would be maintained 
wherever possible. 

In response to a query from Ap- 
VERTISING AGE, Harry A. Bullis, 
president of General Mills, said 
the company “is not advancing 
prices above OPA ceilings of last 
Saturday on any of its grocery 
products ... except to the extent 
of the elimination of governmental 
subsidies which have been paid 
on certain ingredients.” Victor. A. 
Fischel of Seagram Distillers Cor- 
poration said he had wired all 
distributors telling them that ex- 
piration of OPA would not affect 
Seagram’s shipments to them and 
that ““‘we recommend strongly that 
you maintain regular prices and 
prevail upon your retailers to do 
likewise.” 

Harry F. Jones, Campbell Soup 
Company, told AA: “There has 
been no change in our policies. . . 
It has been our practice ... to 
allocate soups for shipment to our 
customers. .. The regular alloca- 
tion notice covering shipment dur- 
ing July and most of August is 
being mailed to the trade today 
without any advance in prices.” 


Some Are Uncertain 


Austin S. Iglehart, president of 
General Foods, said: “We will not 
risk the loss of public confidence 
for any quick or temporary gain.” 
William G. Werner, Procter & 
Gamble, reported: ‘We have not 
changed prices on our products, 
In view of present uncertainty 
surrounding future government 
handling of OPA functions we 
think any announcement at this 
time premature.” James Hill Jr., 
president of Sterling Drug, re- 

(Continued on Page 54) 


2 Agencies Really 
Sold on Radio 


NEw YorK—Advertising agen- 
cies must believe in radio when 
they’ll use the air waves to plug 
themselves! It’s happening both 
in New York and Washington. 

Jackson & Co., New York and 
San Francisco, has purchased two 
spot announcements weekly on 
| WJZ, New York, for 13 weeks. 
| The one-minute spot stresses the 
agency’s “unique technique” and 
incorporates a testimonial from a 
|client. In response to the spots, 
| the agency reports “a number of 
|interesting inquiries and com- 


In Washington, advertising 


15-minute program, 
“Radio, Old and New,” over WRC, 
| Tuesdays at 10:30 p.m. (EST), in 


New York—George Steele of the Philadelphia Bulletin has been| which he compares old and new 
_ §7/| elected chairman of the retail committee, Bureau of Advertising,| approaches to advertising prob- 
| ANPA, succeeding Don Bernard of the Washington Post. 


lems aS a means of interesting 


| prospective clients. 
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Fishbein’s Place 
as Spokesman for 
Doctors Ended 


SAN Francisco—Dr. Morris 
Fishbein’s place as spokesman of 
the medical profession, which he 
has held for a generation while 
edit-. of the Journal of the Amer- 
ican Medical Association, was 
abruptly ended this week. 

Trustees of the association, un- 


der pressure of an anti-Fishbein | 


group of doctors, agreed Tuesday 
to create a new publicity organ- 
ization. The action leaves Dr. 
Fishbein editor of the Journal but 
takes away his authority to speak 
for the association in public re- 
lations matters. 


outstanding public relations coun- 
sel” it can find. It rejected a 
proposal to retain a_ professional 
lobbyist in Washington. 

The association’s action repre- 


Acting at the association’s an-| 
nual House of Delegates meeting, | 
the trustees agreed to hire imme- | 
diately “the most competent and | 


elements 
have 
power of the Journal’s editor. 
represent the opinions of the ma- 
jority of doctors and has handled 
his public relations duties un- 
wisely. 


Attacks Bill 


At the same time, 
does not mean a shift in the as- 


surance. 
|dent, Dr. Harrison H. Shoulders, 
| Tuesday, heartily attacked the 
Wagner - Murray - Dingell bill to 
provide medical and dental care, 
He charged that the bill is “the 
| boldest bid for power over more 
people and for greater patronage 
than any other measure ever in- 
troduced in Congress.” 


Increases Rates 


Effective with the Aug. 1 issue, 
|Canadian Food Packer, Garden- 
vale, Que., will increase its basic 
page rate from $75 to $100. 


sents a victory for progressive 
in the profession who 
long tried to curtail the 


These doctors claim he does not 


Nashville, in his opening address | 


Radio Listening Hits 


/month with 


the action 


sociation’s position on health in-| 


The new AMA presi- | : : 
| Walter Winchell in second place, | 


| Bristol-Myers’ 
'torney,” which pulled only 15.8 


Usual Summer Skid 


Radio listening went into its 
customary summer slump late last 
the top network 
Hooperating for June 30 going to 
“Mr. District At- 


points. Lever’s Bob Hope led the 
top 15 on June 15 with 26. 
Summer cancellation of most of 
the big-name shows was reflected 
in the latest standings: Eddie 
Cantor came from 13th place in 


the June 15 report to replace 


while Winchell dropped to fifth; | 
Fred Allen rose from sixth to 


|third, and “Radio Theater” from | 


Heads Shulton Publicity 


fifth to fourth. Two summer re-| 
placement programs made the top | 
15 list, Fred Waring with 10.5) 
and “Man Called X” with 9.5. | 


Frances Hills has resigned as 
copywriter for Lucien Lelong, Inc., 
New York, to become publicity 
director for Shulton, Inc., New 


York, toiletries and cosmetics. She | 
succeeds Ruth Ann Bolway, re- 


signed. 


phe: 


Prexy is expecting Bill in today from the IOWA Territory 


* 


su. 


GIFTED — Lawrence Valenstein, right, 
president of Grey Advertising Agency, 
New York, presents a plaque to Ar- 
thur C. Fatt, executive vice-president 
of the agency, at a dinner June 21 at 
oie! Ambassador, commemorating Mr. 
Fatt's 25th anniversary with the firm, 
and attended by the entire staff of 200. 
In the background is a blow-up of the 
1946 Cadillac sedan presented to Mr. 
Fatt by the agency's employes. 


| 


‘Spotlight Bands’ 


NEw YorK—The Coca-Cola 
|“spotlight bands” show heard 
_thrice-weekly over 245 Mutual 
| stations has been sold to the Army 
Recruiting Service, through N. W. 
|Ayer & Son, for an eight-week 
| period beginning July 15. 
| Earlier “spotlight bands,’ han- 
| dled for Coca-Cola by D’Arcy Ad- 
| vertising Company, had_ been 
scheduled for a summer hiatus. 
Whether the beverage company 
will pick up the show in the fall 
still is a subject of conjecture. 


‘Printers’ Ink’ Backs 
Magazine for Clubs 


For the first time in its six 
decades, Printers’ Ink Publishing 
Company, New York, will sponsor 
a “non-advertising” publication. 
Agenda, Things To Do, designed 
for planners of club programs— 
chiefly women’s clubs—will ap- 
pear April 15, 1947, with an initial 
controlled circulation of 30,000. 

To carry advertising, at $500 a 
7x10 type page, the magazine 
probably will be published 10 
times a year, Mrs. Theresa Wright, 
for 10 years head of Good House- 
keeping’s club service, will be 
editor, and Frank W. Nye, re- 
cently with Practical Home Eco- 
nomics and formerly publisher of 
Family Circle, will be publisher. 


Army Takes Over 


Advertising Age, July 8, 1946 


Crosby-GM Deal 
Getting Closer, 
But Not Signed 


NEw YorK—Despite widely pub- 
lished reports that the General 
Motors-Bing Crosby deal has been 
completely set, no papers have 
been signed and the whole deal 
can only be described as “still 
pending,” ADVERTISING AGE learned 
late last week. 

Crosby has been vacationing in 
the Canadian Rockies and is now 
on his way back to Hollywood, so 
that no completed deal is likely to 
emerge for several days. 
| Published rumors that General 
'Motors had agreed to all Crosby 
/terms, even to the extent of add- 
ing $90,000 to the endowment of 
| Gonzaga University, Crosby’s alma 
| mater, in return for a second year 
| option, were termed ridiculous by 
informed insiders. 


Recordings Still Problem 


Foote, Cone & Belding, which 
has been doing the negotiating 
| with Crosby on behalf of General 
| Motors made no secret of the fact, 
| however, that negotiations have 
proceeded satisfactorily, and that 
they hope to have the crooner’s 
name on a contract before very 
long. 

As originally reported in AA 
May 6, the greatest hurdle to be 
faced in the negotiations is that 
posed by Crosby’s insistence upon 
recording most of his shows, in- 
stead of appearing personally be- 
fore a microphone each week at 
the appointed time. 

All networks have had rigid re- 
strictions on transcribed network 
shows, although one or two are 
reported willing to ease this regu- 
lation to get the crooner and his 
sponsor on the air. Many network 
men feel that widespread aban- 
donment of the no-transcription 
rule might easily spell the end of 
networks as they now exist, since 
they would take effective control 
of programs out of the nets’ hands. 


F&P Promotes Clyne 


C. Terence Clyne, who returned 
to Free & Peters, radio represen- 
tative, New York, last fall follow- 
ing service in the Army air forces, 
has been elected vice-president. 
He will continue to direct station 
sales promotion as well as han- 
dling a New York list of adver- 
tisers and agencies. 


; 


Well may Prexy rub his hands—as sales keep 
rolling in from the Iowa urban market! He 


found the easy, economical way to reach more 
than 70% of Iowa urban families—PLUS 
more than 70% of Iowa wholesalers and re- 
tailers: the Des Moines Sunday Register. Yes, 
this stable market, without reconversion head- 
aches, is delivered to you by the Sunday 
Register at the bargain milline rate of only 
$1.55. That’s a profit-pointer for today—and 


THE DES MOINES 
REGISTER anv [TRIBUNE | 


covering Metropolitan lowa — 


than in any 
other Outdoor 
Magazine 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


tomorrow! 
ABC Circulation March 31, 1946: Daily 353,590 — Sunday 450,200 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 
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WHAT 


Holywood 
ISN'T 


BY ERIC JOHNSTON 


PRESIDENT MOTION PICTURE ASSOCIATION OF AMERICA 


= 
~ oe = 
Se 


* 
a 
= 


‘ "Faz BEST WAy to tell what Hollywood 


isn’t is to tell what it is. 

Hollywood is the home of the motion 
picture and the motion picture is one of 
the greatest devices ever conceived by man 
for the dissemination of ideas, information, 
entertainment and understanding. 


Hollywood isn’t going to get smaller. It 


is going to get bigger. Hollywood is des- | 


tined to become one of the really import- 
ant cities of the world. . 
Over the past half a century, the motion 
picture industry has had a phenomenal 
growth. In that relatively short space of 
time, the screen has become the greatest 
entertainment source the world has ever known. 
But that is only the beginning of the 
story—not the end. We are just commenc- 
ing to understand the motion picture, to 
know how to use it, to comprehend its 
powers and capacities. We are just begin- 
ning to understand what can be done with 
this instrument to educate mankind, to 
spread ideas, to bring information to the 
greatest number of people in the shortest 
possible time. And, above all, we are just 
beginning to understand how this instru- 
ment, placed at our disposal by a generous 
Providence, can be employed to tear down 
the barriers of ill will and misunderstand- 
ing which separate the races of mankind. 
The motion picture appeals to the intel- 
lect, it appeals to the emotions, and with 
proper guidance it appeals to the moral con- 
science of mankind. And in the union of 
these three forces lies the hope for a better 
and more peaceful world. Yes, old-fash- 
ioned as it may sound, Hollywood and the 
motion picture havea purpose...a mission. 
Unlike the press and the radio, each of 


which has its own special task, the motion 


picture is not hampered by the limitations 
of language. A good picture can be enjoyed 
by everyone. It has a special lure for the 


earth’s humble people but not for them 


alone. It tells its story to the educated, the 
intellectual and the sophisticated. The 
screen’s ability to instruct and entertain 
has nothing to do with a man’s origin or 
the color of his skin. 

It has been well said that a good idea has 
nosense of birth and no pride of geography. 
It cares nothing for its intellectual parents 
or for its homeland. A good idea~a noble 
idea, if I may use the phrase—has a kinship 
to all mankind. A noble idea knows only 
one sense of injury—it must not be hidden 
or hoarded. It belongs, not to its author, 
but to men and women everywhere. 

In the motion picture, we possess an in- 


strument almost unrivaled in its power for 


thespread of knowledge andunderstanding. 

A good motion picture is seen and ap- 
preciated by a vast and varied audience. 
There is no inanimate thing on earth so 
pulsing with the warmth of human feeling. 
It tells its story in a way that strikes home 
with telling force. It quickens the imagina- 
tion and excites the intellect. The memory 
of a good film lingers long. 

Hollywood, in the normal process of de- 
veloping, may have over-emphasized some 
of its human faults and failings. There may 
be an over-supply of temperament —a con- 
dition not unusual in a community where 
artistic leanings exist in such abundance. 
These are the accidents—not the substance. 

Hollywood is a community of earnest 
men and women with a consciousness of 
real valuesand a grasp of the significance of 
the combined art and industry in which 
they play their part. The industry is well 
off in their hands. 

This is what Hollywood is. 


Before Advertising America can really know what Hollywood is, it must learn what Hollywood 


isn’t. As acknowledged spokesman of Hollywood and its people, the Citizen-News is proud to 


present this editorial advertisement by Eric Johnston. . . who surely speaks with authority. 


HOLLYWOOD 


Citizen-News 


AND ADVERTISER 


HOLLYWOOD, CALIFORNIA * National Representatives: STORY, BROOKS & FINLEY, INC, 


ait. y 7 4 Neha i se wali he a i Ln eee ee ee aaa a ti ae ad are Shae ide aa a =! a ah Meta apes mois dete ing Se Cie Ra eM Denia, ei . ere at PN ee ee a, 
: Ps, ested f te Ga : } Bec eh! lashes 6 oy aang BE ese Bin Pk eee Rees Fos Se ins Sa ar eR ws a cid Mg, 5:99) @ MIRRT R e gk goat ‘ Seale tere Mr teats a 
i. ee: * > a s Yaz iy - 3 x , x ‘. ae B54 F oh . = Matte et ghecel - a i” in f sR at fi Sie a ad 7 pat ile “fat hs ey ee : 
a : pp ale Se ; ; a e cer site seach bey es ge Lerche ep Pema BLL eft a Panag Bay Sigs epee n ie % : Pais Sear ; Bg ter fio PR Ree 
ok Pe AELY hs Sy ak ee yy : 2 wg Se bee ate <h SOE Scie SS ei ec aeeg Bic ? ae BON opis IM ke ae Saas: ey ee SE Se ‘ f = LEP oy ye Bee ee 
aise ; en, i areca ig 5 . ; - ? ‘ 2 ‘i 7 ae . ae ie Stirs fe ms : dct. os) ‘> — 2 a , ate is in eiaied of Saat ee pains Ai i E 
E re : ‘ ee ‘ ‘ f : » . * on 
wee : . Sie 
rs ha ge 
ad Tee . Daves 
is ee ent 
% a Ss at > = 
= = ad —~ ae 
ete - a 
Saree es i ORg 
i, - ae 
eee We So ames . 
> ° oe ee A oe ee 
: . eS 
Ue Ae eR BT Ae pat —— ; 
ae ee ee a ee Rak ei Lae Bees Ea as we 
i . eS Um oe 
| 3 ieee a Rak See Be 
E a ee - 
Sas ae . Seed - 
Ne ON SS 
Se Be 
. CSS a oe 
Ro . ee — 
3 Ree 2 . 
ee ck ee et 
. as ASS “ta 
. : >? oS 
* ee Rae ae ee ee Bus 
ne 
sa ese *, i 
ges ee — — 
— Se 
a i 
: a a — i OS 
= aE a _ a. i 
: . — , a 0 
. a es See ee 
3 oe , a 
3 r ~ 7 Se ae ae ee eee 
cS — ES 2 UR ‘ 
oe Bee 
mae ee a 
pean a ae Me 
gear ae ro —F— OS a = 
ee Pe a c. = ae ae a Be: ee ae ce 
. eo ee a = 
jiss ais ; ‘ — _—. ee as E 
Mee — ro. Sn et oe ET ae pig 
aaa mom en 2 tase Rico Ge SS nes a = * 
. = é {an a ; sy i 
ae Bs AER OR eS ne 
< ss Be aes oo See ea = 
3s — “eege ogee 
a es Sek ae 
: eS : , Pee 
f ae NN ae , oe eae . ae 2 ae 
: ek x eee ak Perr ko 
. _. ee 
RCo SS eS eee 
. : x a SR ee eee oy 
° Ae EES ESS 
; ees ae eS eo ay aS 
8 » ae 
¥ & aa a, oa ‘ 
* aan ’ 
" Ss << ee . ae 
nese, Ni: a 
Wi SS 2 a co ee 
: — 
oo ee 
a 
ees eS ap 
laa i is eS 
Cot ee els ee Ab 
An ; 
aha : 
aig Vac a: Bs 
be. aes cia —— 2. . i 
eh ee “ — . P a a 
e.. as ee = ad # < v i. y ’ i 
“ caine, . , _ pert st : a , 7 
“= ‘ z oo i 3 eid 
= * Pad caer ee sears sore? . ; A 
: — rr was 5 nos quae D ai 
x oe la esbitig Be 
m ke . es = seers, MN tS sis 4 4 Ee 
on = - =. See . 3 a 
a4 = a 
ee F J . ee 
a ae 
an 5 
rg re 
ey : 
} 
Pes oo 
jak - be a 
ae = 
eee a 
a fest - gi 
Bs ees ; 
ere m 
at bs feet ia 
ar ae eee ¢ “a 
Tee ee 7 a 
— me . 
4 
| 
a ie r 
eee ? < | 7 
f a S 
ee lon ch 
ee . \ 
2s as 
canes ae 7 
ee ag 
| , 
Beh eae es | P 
td) ee ee i S 
ay ee ; a 
Re ce oa 
# ye 
ieee eS E 
Tana ‘ cr 
a q i 
a ae : = 
ae . 
ee i 
= pate ~ 
oe F 
a ae i 
ester a Rael pee: i . ; 
Soa aaa hn, RN os 
rm zi 
a 
= is ee “ 
a e 
a ate i 
| : 
ey i 
~ re 
ere. eM j i 
PES. im 
an 
a 
i 
a 
i 
oe 
' ee 
| é 
i j 
% 
: ae 
il 
a 
en | i ‘ > . f ‘ ' “ ” . \ ’ 
ok ea =" ee ee ye a * . 4 “rns eet 4 : & ee D ss = : : ‘ \ ae P F Stor, (Shae n : . ; ‘xt <t4 a : 
" im 
fi : * he Ao } < 24 Ar + ¢ a : ‘ 4 ik to 


4 


British Retail Trade 


Group Resumes Drive 


The Retail Trading Standards 
Association has resumed a cam- 
Paign to set up definite standards 
for British retail trade and to 
take action against dealers who 
misrepresent advertised products 
and services. 

The group, founded in 1935, 
was forced to halt its activities 
during the war years, but has 
several successful prosecutions to 
its credit. It expects to investi- 


gate the labeling and promotion 
of an extensive number of new 
peacetime products, 


G-E Transfers Mannal 


Clifford Mannal, in charge of 
promotion and sales of electronic 
and high frequency capacitors in 
the Pittsfield, Mass., works of 
General Electric Company, has 
been transferred to the company’s 
research laboratory in Schenec- 
tady, where he will work with Dr. 
K. H. Kingdon on nuclear research, 


ABC Adds Members 


Audit Bureau of Circulation has 
added the following members: 
Tap & Tavern, Philadelphia; Bev- 
erage Market Guide, New York; 
Mining World, Seattle, and Gour- 
met, New York. 


s a 
Superman’ Moves 

On 18 stations of the Yankee 
Network, last Monday, “Super- 
man” went on the air 15 minutes 
later than usual—5:30 p.m. (EDT) 


instead of 5:15—to permit New 
England fans to hear more of the 
Boston ball game broadcasts. The 
added 15 minutes will enable 
listeners to hear the windup of 
most games. On other Mutual 
stations the Kellogg serial, handled 
by — & Eckhardt, continues 
at 5:45. 


Siegel Appoints Pollock 

Jacob Siegel Company, over- 
coat manufacturer, has appointed 
Julian G. Pollock Company, Phil- 
adelphia, as its agency. 


CLUB HOUSE 


O. 


Your chances are better when you go where they are. This has been discovered 


by advertisers who use Farm JourNAL. More than 80% of Farm JourNAL’s 


21% million circulation is in the counties where farmers’ cash income is biggest 


—1.4% of all farm income. Farm JourRNAL adds a bonus— 500,000 greater 


circulation than any other farm magazine, and it’s in the same top counties! 


Result . . . plentiful and rewarding. 


Farm Journal v2” 


WORLD'S LARGEST RURAL MAGAZINE 


PHILADELPHIA 5 


Advertising Age, July 8, 1946 


Bankers Trust 
Book Highlights 
New York’‘s Future 


New YorK—The nation’s big- 
gest city is ready with a compre- 
hensive postwar program and 
neither its private business inter- 
ests nor civic authorities are wait- 
ing to be “coaxed into action,” . 
Bankers Trust Company asserts in 
a survey of “New York and the 
Future.” 

Its study of the community is 
contained in a 52-page, copiously 
illustrated book, issued in connec- 
tion with opening of the bank’s 
new branch office in Rockefeller 
Center. The book is divided into 
two main sections, the first of 
which, captioned “New York 
Means Business,” projects an out-° 
line of what private enterprise 
plans for immediate postwar de- 
velopment and expansion. The 
second section, “City in Action,” 
suggests the important contribu- 
tion New York City intends to 
make to its future growth and 
beautification. 

The city’s present atmosphere, 
declares the bank, “‘is one of good- 
natured but sincere impatience at 
the inevitable delays, due to 
shortages of manpower and ma- 
terials, that are holding back the 
city’s postwar program. New York 
has made up its mind what it. 
wants to do and is eager to get. 
at the job.” ° 

In telling a dramatic story o 
the international business and fi- 
nancial center, Bankers’ Trust. 
Company also dramatizes an im- 
portant extension of its service 
to the local community and at the: 
same time attempts to enhance its. 
prestige with out-of-town com- 
mercial and financial clients. 

Research and editorial work, as: 
well as design and production of 
the volume, was carried out by 
William E. Rudge’s Sons, New 
York. 


Promotes Morton Dinners. 


Beginning with July issues, 
Morton Packing Company, Louis- 
ville, will use one-eighth pages: 
for Morton Quick Fix dinners in 
American Home, Better Homes & 
Gardens, Ladies’ Home Journal 
and The Saturday Evening Post. 
and one-sixth page copy in Good 
Housekeeping starting with the 
August issue. Zimmer, McClaskey,,. 
Kintner, Louisville, is the agency. 


HIT PARADER 
MAGAZINE 


PRESENTS THE Ist POST-WAR STUDY OF THE 
VAST TEEN - AGE,SONG -LYRIC MARKET! 


tising when 


ae minded and 


PUBLISHERS REPRESENTAP IVES 
JOSEPH SHORE 


42nd Street « New York 


WI 7-3079 
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gency. 


OF THE 
ARKET! 


a neighborhood brawl... 


Public Opinion dozed peacefully in Denver’s suburbs. 


But downtown, a siren screamed—a riot car raced to 
a street fight in the slum district. As the police reached 
the scene, a knife flashed—a figure crumpled to the ground. 


Gang war? No, just kids. Slum kids. Ten, twelve, four- 
teen years old. 


“Why?” asked the editor of the Rocky Mountain 
News. ‘“‘Why do these kids fight with knife and gun? 


What makes them bad?” He sent reporters and photog- 
raphers to find out. Within 24 hours, he had the answer: 


Slums! 12 families in a single house . . . children sleep- 
ing on the floor, playing in garbage-littered streets. 


When that story was printed, Public Opinion sprang to life. 
Tough kids were sent to school. Slums were torn down. 
Denver built decent dwellings—to give kids a chance. 


A “little” problem? Well, the force that solved it... 


can end industrial strife ! 


NO PROBLEM ON EARTH is too big, too tough 
for an aroused and enlightened Public Opinion. 
Neither local slums, nor world wars, nor 

atom bombs, nor the nation-wide scourge of 


labor strife... 


Public Opinion is stronger than a billion- 
dollar corporation, stronger than a million- 
man union. 


Time and again, America’s daily press 
has sounded this cry of warning: 


When either a management man or a labor 
leader has power to paralyze your town or 
your country... 

IT’S TIME TO DO SOMETHING! 


Day after day, your newspaper exposes 
cunningly disguised propaganda . . . searches out 
for you the hidden motive, the foreign ideology, 
the political ‘‘party line’ —on either side of a 
labor dispute. | 


Read your newspaper thinkingly. When YOU 
have become aware of the danger, and determined 
on a course of action... then a solution of the 
problem is in sight. Because Public Opinion is 
YOU—multiplied by millions. 


“Give Light and the People Will Find Their Own Way” 


SCRIPPS-HOWARD 


CLEVELAND .... 


oc 0 « « Vimes KNOXVILLE. . . . .- News-Sentinel 


World-Telegram COLUMBUS. ...... Citizen 
es Press GCOMGIMIMATE . 2 2 ew wo co Post 
o « « Wen MBNTUCKY . 2. 2 2 2 2 ew Post 
. « « News Covington edition, Cincinnati Post 


Me NEWSPAPERS 


a Rocky Mt. News EVANSVILLE .....,.-. Press 
BIRMINGHAM. . .... « Post a Press 
MEMPHIS . . . . Commercial Appeal me Press, 
MEMPHIS ...... Press-Scimitar ALBUQUERQUE ..... Tribune 
WASHINGTON. .... + « News ELPASO. . . . « + « Herald-Post 


This advertisement prepared by Lennen & Mitchell, Inc. 
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Two Appoint Isaacson 

Tru-Trend, frocks and women’s 
dresses and H. Rubin & Sons, 
women’s coats, both in New York, 
have appointed Robert Isaacson 
Associates, New York, to handle 
their advertising. 


Resigns Account 


Hamilton Advertising Agency, 
Chicago, has resigned the account 
of Federal Electric Company, Chi- 
cago, effective June 30. 


ed promote sales of any 
product sold through office 
supplies dealers use the indus- 
try's own trade paper. 


Ask for new 
Trade Summary 


‘Reader's Digest’ 
Sells Out in Japan 


Reader’s Digest has sold out its 
first issue of 120,000 copies of the 
Japanese edition of Reader’s Di- 
gest International. The magazine 
is the first American magazine to 
be published in the Japanese 
language .and appeared with the 
endorsement of Gen. MacArthur 
and the approval of the State De- 
partment. 

In announcing the magazine, the 
publisher reports that the title, for 
which no Japanese equivalent ex- 
ists, has been transliterated pho- 
netically into “Ree-da-zu Dye-je- 
su-to.” Known as “Ree-Dye’”’ for 
short, the new edition is the eighth 
Reader’s Digest International, 
making a combined circulation of 
more than 2,000,000 in 37 coun- 
tries. 


Elects H. W. Barkley 


Harry W. Barkley, executive 
vice-president and general man- 
ager of the company since mid- 
1945, has been elected president 
of National Tool Company, Cleve- 
land. He was formerly with Ford 
Motor Company. 


Takes ‘Congress’ Show 


Complete world-wide rights to 
distribute the transcribed program 
“Congress on the Air,” a half- 
hour weekly preview forum made 
up exclusively of Senators and 
Representatives, has been taken 
over by Kasper-Gordon, Inc., Bos- 
ton. Stations signing for this pro- 
gram, which answers questions 
relating to domestic and interna- 
tional issues, will begin their 
broadcast with the current pro- 
gram, it was reported. 


Botsford Joins Triangle 


William H. Botsford, formerly 
western advertising manager of 
“Buy-Lines,” and previously in 
the national advertising depart- 
ment of the Detroit News, has 
joined the sales staff of Triangle 
Publications, Chicago. 


Returns to ‘Fortune’ 


Ruddick C. Lawrence, who was 
manager of Fortune’s Philadelphia 
office and southern territories be- 
fore joining the Navy, has been 
appointed manager of the maga- 
zine’s New York office. 
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British Radio 
Monopoly Gets 
5-Year Extension 


Lonpon — The British. govern- 
ment decided this week to con- 
tinue the ban on commercial 
broadcasting under a five-year ex- 
tension of the British Broadcasting 
Corporation’s monopoly in the 
radio field. 

In addition, the government 
warned, it does not intend to sit 
idly by and let foreign countries 
beam commercially sponsored pro- 
grams to British set owners. It 
will attempt officially to “discour- 
age” such broadcasts, though the 
measures it will take were not 
disclosed, 

Under the five-year extension of 
the BBC charter, which runs out 
this year after a ten-year span, set 
owners will pay $4 annually for 


_ PIPE LINE TO PROSPERITY 
by Paul G. Hoffman 


National Chairman, 
Committee for Economic Development 
THE NEW COMMUNITY SPIRIT 
by Henry A. Wallace 


Secretary of Commerce 


JUVENILE DELINQUENCY 
by J. Edgar Hoover 


Director, Federal Bureau of Investigation 


HOUSING: PRIORITY PROBLEM FOR 
NEIGHBORHOOD STATESMEN 
by Wilson Wyatt 


National Housing Expediter and Administrator 


BAD SCHOOLS ARE BAD BUSINESS 
. by Dr. John W. Studebaker 


U. S. Commissioner of Education 


THE BUSINESS IMPACT OF THE 
SUPER HIGHWAY 


JULY 1946 


Another history making issue of 


AMERICAN DRUGGIST! 


Created by editorial enterprise and knowledge 
of druggists as people—very important people. 


Featuring 


EXCLUSIVE ARTICLES 
By Famous Authorities 


For Better Communities: 


Those who think it strange for a business magazine of the drug 
industry to dedicate one issue to better communities are una- 
ware of the business importance of wholesome communities 
and the civic leadership of many retail druggists. A good drug- 
gist is always more than a merchant. He is even more than a 
pharmacist. He is often a neighborhood statesman. 


Many retail druggists have given time and energy to their local 
civic clubs, fraternal organizations, and chambers of commerce. 
As active members of these useful local groups, and also as 
individuals, they have:.worked unselfishly to improve local 
schools, housing facilities, transportation, water supply sys- 
tems, playgrounds, etc. In their honor, this July issue features 
important articles on community improvement written ex- 
clusively for retail druggists by outstanding national authorities. 


We do not urge druggists to take an active part in civic affairs 
because better communities always result in better business, 
nor because there is no better advertising for a retail druggist 
than to become known and respected by his customers as a 
community leader. Although these business advantages are 
desirable by-products of civic activity, the real incentive of 
good citizens is their desire to keep America sound and good 
at its roots. Those roots are deep in the typical American towns 
where businessmen and their customers know each other as 
fellow citizens—not as capitalists, communists, or fascists. We 
are grateful that-this is true. 


At the community level, if no where else, there is one great 
bond between business and the public. This bond is the common 
interest of business people and their customers in building a 
wholesome community. To attain it, they work together, and 
gain not only a better place to live and work but also more 
faith in each other. 


In these days of social upheavals around the world, the whole- 
some communities of America will be our greatest protection 
against foreign born ideas that are contrary to the American 
way of life. 


PS R\) 


EDITOR 


by Thomas H. MacDonald 


U. S. Commissioner of Public Roads 


WOMEN OF THE COMMUNITY— 
AND BUSINESS 


by Alice C. Weitz 


Editor of the Club Woman, 
published by 
General Federation of Women's Clubs 


‘ITS SIGNIFICANCE TO ADVERTISERS 


Except for the now famous American Druggist July issue of 1945 which 
was dedicated to World Peace and what it might mean to the neighborhoods 
of America, no “trade paper’’ has ever honored its readers with so many 
important articles by outstanding national leaders. Their timely articles 
would do credit to even a consumer publication. Like last year’s July issue, 
this 1946 example of editorial vision and vitality will bring forth grateful 
responses from druggists, who like many space buyers, are fed up with 
traditional trade papers. That’s why thoughtful advertisements get results 
in American Druggist. 


AMERICAN DRUGGIST, 572 MADISON AVENUE, NEW YORK 22, N. Y. 


Advertising Age, July 8, 1946 


the privilege of listening to Brit- 
ain’s sustaining programs. Both 
shortwave and television efforts 
are to be stepped up. , 

The government decided to ap- 
propriate $8,000,000 a year to in- 
crease its shortwave activities, and 
a similar amount will be added to 
the budget for video. Video pro- 
-grams now are broadcast two 
hours each afternoon, and two 
hours in the evening, by BBC. 
Present plans call for eventual 
ownership of video receiving sets 
by all radio set owners. 


Asks Fair Test 


The war years interferred with 
a fair test of radio service by BBC 
under its original ten-year char- 
ter, the government insisted in a 
“white paper,” adding that a five- 
year extension of the government 
monopoly should provide ample 
time for a fair trial. Various 
groups, however, had been cam- 
paigning actively for a new policy 
which would have permitted com- 
mercial broadcasts and attracted 
some of the advertising revenue 
now being pocketed by continental 
stations. 

Britain’s advertising agencies, 
represented by the Institute of In- 
corporated Practitioners in Adver- 
tising, recently released a compre- 
hensive report asking an end to 
the broadcast monopoly. 


Cantor Opens Branch, 
Gets 14 New Accounts 
Solis S. Cantor 


the Lincoln Road building, Miami 
Beach, with Sidney B. Gorchov as 
manager. The new office has been 
appointed to handle the following 
accounts: National Hotel, Style- 
craft Handbags, Miami Guild Em- 
broideries, Dixie Sports Wear, 
Music by Serenade, Ellis Depart- 
ment Store, Morris Bros. Depart- 
ment Store, Now Magazine, Sodi- 
Robes, Lincoln Road Merchant’s 
Association, Sutcliffe Gifts, Sea 
Board Distributor’s Company, 
Harry N. Schiff, and Barkley 
Plaza Hotel, all in Miami. 


Offers Desk-Pocket Pen 


Reynolds Pen Company, Chi- 
cago, has introduced the “packet” 
pen, which combines desk set and 
pocket functions in one unit. When 
used as a desk model, the small 
base which the writer attaches to 
the top of the pen, remains on the 
pen while the writer inverts the 
instrument for use. The pen can 
then be reconverted to a pocket 
model by unscrewing the base and 
replacing it with a small cap. 


Publishes DDT Book . 


National Better Business Bureau, 
New York, has published a book- 
let called “Facts About DDT,” 
which tells how to use safely in- 
secticides containing the com- 


pound, Numerous precautions are 
listed, as well as effective methods 
of using DDT. The booklet is 
available from the bureau’s head- 
quarters, 405 Lexington Ave. 
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CANNOT BE SOLD 
FROM THE OUTSIDE 


Concentrated Circulation 
Gives Enduring Results 


92% Home - carrier - delivery and 
73% Bayonne family subscription 

gives us a unique ability to 
get you enduring results in 
a community we have been 
serving for 76 years. 


THE BAYONNE TIMES 


BOGNER & MARTIN 
Sales Representatives 


NEW YORK 


Advertising © 
Agency has opened a branch in - 
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Post-Intelliqencer Photo 


eee 5 eee i Be Pot Sac, ees 


yraphers 


A out of prizes! 


ALKING off with the lion’s share of the awards is getting to be a regular habit with Seattle 


Post-Intelligencer staff members. Hard on the heels of the writers, who swept the Wash- 


ington State Press Club’s recent Awards for Feature Writing, come the photographers, taking four 

out of six prizes in the Press Club’s Photographic Awards Contest. Out of three first prizes and 
three honorable mentions awarded in the state-wide event, P-I cameramen nearly swept the field, 
taking two first prizes and two honorable mentions . . . a feat that establishes this newspaper 
as tops in pictures in the Pacific Northwest. 


Frank Lynch took first award in the news photo division with his dramatic photo of the wife 
of a murderer consoling the mother of the victim. Stuart Hertz won first prize for sports shots 
with a thrilling picture of a player snatching a pass during last fall’s football game between the 
universities of Washington and Oregon. He was Awarded honorable mention, too, for a basket- 

ball action photo. Ken Harris won honorable mention for his interesting study of General Wain- 
rignt in the governor’s mansion in Olympia. 


Good pictures are a vital part of a good newspaper. That’s another reason why the Post- 
Intelligencer has become the Great Newspaper of the Great Pacific Northwest. 


oy 


Fred W. Kennedy (third from left) professor of journalism at 
University of Washington, presents first prize (sports photos) 
and honorable mention to Stuart Hertz. (Right) Frank Lynch, 
first prize in news photos, and (left) Ken Harris, honorable 
mention winner. | 


« hae 


i) ie 


seattle 


| SERVICE 
REPRESENTED NATIONALLY BY THE HEARST ADVERTISING 


ure ones * Saha eae m at yet @ sid j fy Mat HY * ‘i Le £ ai : ey : Rete Soil Gaara fa, bs SAE, é E, y at aie E 3 . + re ; fp eed OS RE ey ae Cees ‘ ig Pel eee : aed Ri ca 2’ 
eee Bir: Lage ae BS Pgs as Sie ee AM 8 oe fetes ne irl Pan ok dade Eh eae Me aL Sa Pitt seed og et e INae el ae ag ea Pena = Se 
ic a oe tab Sp a a ee Z| : he ee ae ae: ae ai ae ea eae: be ah es 7 * 2 heady vats : eer! ad i ey Be, ap Sacer Ane pea 
: sees ea ‘aR coals OTA a AI se ie ee ee ae eekes <r Se RL ee TT ee ae 5/4 col Ori ees See eae reyes aes EERE ls 2h uae 
iy eel ey Pace Ingen ep Be ere me ag Br eS eg Wie ge ORS Cesare A, at a See oe pei saci ee : oe eee , ie ley 
2 d : a or > cs Be, ‘ : deg zg <s = Clr: pik i ‘ Big Saree RA | ok. Tae Solieaatigeeal 2 = Sig sung he ‘ 5 cA . See i fe ¢ oe a ae 
: ; os 
es 
Boric < 
1946 steals 
Brit- 
Both 
fforts 
) ap- 
o in- 
, and 
ed to 
pro- ; 
two 
two 
BBC. - 
ntual 
| sets 
with 
BBC 
char- 
in a 
five- 
ment . 
imple 
ious a7% 
nena? 
cam- ee 
olicy poten 
ie ak 
com- ace 
acted 
fenue 
ental 
ncies, 
yf In- 
dver- 
npre- 
1d to 
ly - . - 
Ss a oe 
tising sth 
ch in: | 
Aiami : 
OV as ase 
been ae 
wing ra 
style- ew 
_Em- : err 
Wear, 7 
part- 
part- 
Sodi- 7 
nant’s Bie 
Sea | ioe Hy h 
any, fs 
irkley 
n 
Chi- 2 lea 4 
icket” Ys » BR > i. 
tand | ft eae _ 
When | Zz. ee ge 
small Y ee , i 
1es to ee bt : A a ’ 
mthe | ee ) 58.7". Wag 
is the 8 ya Ty sare ONE : 
n can ‘ 7 3 — “_ ; totem eu \ ’ oe ‘@ Z ‘ 
pocket ) = ) a 
e and i oy . ie a . aa 
<a : ee. “ ae .a Ses - eg 
° $ + a ae * ‘ “a crt a ; Fe, Te, ae a ad ‘ or 4 
Vi . a= - ">. = 5. § OS” aa a oe i ; 
as ; oo ge 7 rs ~ : a e “ ° ; che f ap : —Z, i. a ic at sas 
x ae * ie . eo . te: Ks a ane om 
ureau Se. ¥- sy a bo Se ¥ 7" Jee - a SD ope 7? , ae ee 
, eee oe a “maga 5 ws Ft ie ily } ee eae wm 2 ee Se a 
book- : ee oT es . a bse sie eee 44 a ae ee a r¢ ie ae al RS z ae 
DDT,” * 4 : $; 7S ae i a ' ae gts Boas Bs. ‘ — 4: ese eer LES <a ee. i ] ? / ag” a oe 3 Loe ha ‘a 
ly in- Ae eK os “ e Ne ee ef ae om ff 
com- oe oe es oN te aN 5 A re “4 ry ‘ wrt} >. i a ii fs ae Bod 
r cen es eee eS tg ie FT Eee aq a es , ile ae Bele 4 
ae are 2 a ll ES -"- aa ty os il Shenae I ry : ' ah , f Boe Ps an a 
athods iz x ap es ates see as Bs . ts is - ey gta ii b: we eos : ; i a : 3 j 2 f Ys oi ly aye “a ; on 
: So ey \ ee 4 oe fe : , ct ae 4 Dy) ees ie 
let is S. “o> AVL '  \* * Gee ; em | | ee be 
- CHRD SeBHEie Sete SN, ae ; ii. a See m4 4 i “ MO ¢ a : 2 ae aaa . : y, , nape ta cael _* mS j a 
head sage 2 Se ¥ Np il %! ie aaa : fas , “= it oe ae » a4 id ‘i » ee oe at 
. Ge Heda Sibi ge Oia Lo. oc. © ae Ye an p a es aa x ” Za... . 
ae oe te Be a Se OO 5” ie eo 3 ie “a ae ae i 
rE See ie BR gy 7 a \ “ee a a i: or Ps fe ee, pete. ite a 
ey Se See Bhi; Mee A KG a” Meee lt i - é oe ee mee: eee i oe , 
es ais tees a tig, | Be Re Ge 4 as Ae ae 4 ie a t . MN bine, aa 
’ seeseessamtt oat trite ibe: ittiitti" 1 aa eee ies) OS a ee Wray Weegee SS a 4 6 ie t 32 Mas Bae EUs: 
, iii naitieetieriie Oo ~ re aay ee oY : oa eaten ite. Sac. - Fated: NY ieee ee ny Bye eT hs Sa 
tiijiiteeyee ea esep Se 338 RRR "coeds ee at gate 3 AG <i a / a oe = Sige gee : ee ¢ Fata). | * 0% 
° Bight Leaks ae 3 C ad 4 ate oh big co tS < 4 {+ 8 seem “ & ™ | bc Eee ale ~. Sho yy ia ie | Pars t f >, 
Sp ete Gee <a hi gle 4 ae ee ee oieEag ate ; ae } . ’ 
ial — = ©. ieee wiw- i ia * be SOS nr 7 : 
wi) es ee os eearress setts rage pelt “Ge te - : ‘ad ae se so : a * ‘ SOO ee ee ee | age’ Aes, en :  . a bt ; % ; j . 
Sap SHS arggee gc i ER Sails, ee. % ae shel Set St i ee } ‘ , 4 Bek ee Pee > ar 4 ¢ ’ . 7 
LD OSE a cass 6 Ae 5. ee. Os ie BE Thies | oe oo . Soy fe 
sO gee ae aha ea ae” oe 4 Te eee eae eae oes ¥, ., ‘ ~~ 
RemMnrietammeeseres tit emeicniest <P citi ifitierisy jut 2a Me Va Z See seals a ' A * er Maes oe as : fe . F:. by Auities 
TSIDE a: i coe : ies a eet vii ig fit ihe 3 ir od : ‘ er eae ee P , *aag , 4 ae ae = pe i = ~ 4 Nb — x% : . 4 bas | 
att Pe ca a A A ——————=— : se ex Ge) xc. Sea “ = 
ation — rt  §6— ae : . wait A ae Be em WOOO ie sds ‘I 
She aster oa cc til ut Me ies i T aaear wi 3) i Se inate : eS ak ie - > . + y 
oe ae ae pretpigesid LEH igo — Re ae one * a i = ‘ : P a 
ry and eee 74 Be, gested (i? Hating ia eee Sie ae Z « sae j ner pk =aes, , iS 
—— oe if - a ‘fityiedh : lies 3 ? A . ae ae = a. +. a ‘ ; aes t iy) il er ' ae. \y 
ag pee : 4 Pei i Siatre f a me j = ot tes U4 a i 
1 to a R ge 4 : Sia Bits ie : : es — go Be te 
ults in See A ob Beit adieid tf : t e LESS; . J ; 
e been LSS 2 en. _ . g i 5 Bis 
pen ae Bee 2 APR i Bos oy ) . mS ‘- 
on ; : = ; ad J” » 0. 
‘ “ “m at ¢ a ead E . : en 7 - << 4 > 
MES | . in 6 piel — 
: ge om ‘ “a3 a A mn : 4 $ - = as as ‘ t * > . ‘ * ¢ 4x r 
oe Rt Ss . ct ee - 5s ied a, Baal a ; 
eid ee La. , YP ee 24, be : 
‘ a i 2 2 “4 ; : AS . = Fe ¢ 7, =5 : Ms as AS > s 
atives - — -gbaseeuem: \ cos. . "a i ae a ‘ 
Se ee ee i : i 3 : ; , eh ta : i 
HICAGO ie ‘a (ea i $e - * ; i 4 “4 re ? ] * A 
; ss is iS _ ¥ 2 i 
F 3 Ay ‘ space Si Sh: Se be 3 eS "abe wet a fi aa ee . * ah ‘ : . M2 8 * 7 S ig is te ras, er Te Ye : , a = ge Mx: ao 1 * oh ae ae Lane A 


— le 


ANA Head Urges 


Joint Task Force 
fo Help Industry 


Would Join with 
Four A's, Prepare . 
Ad Campaign Guide 

SPOKANE — A proposal that the 
Four A’s and ANA appoint a task 
force to devise a new “free enter- 
prise” campaign guide was placed 
before the Advertising Association 
of the West here last week by 
Paul B. West, president of the As- 
sociation of National Advertisers. 
The guide, said Mr. West, would 
give business fundamental infor- 
mation and suggest basic ap- 
proaches on how to get its story 
across to the general public and 

to its many diverse segments. 
“Obviously this is not a job for 


the Advertising Council,” the ANA 
president said. “It is a job for 
those of us representing the best 
in American business—at the na- 
tional and local level. It is a job 
that can parallel the programs of 
the council. Each will help the 
other .. . because both are based 
on the fundamental premise of 
public service.” 


The task force, Mr. West sug- 
gested, would collect facts about 
the “simple arithmetic of busi- 
ness,” would develop a_well- 
rounded program and would pré- 
pare sample advertisements suit- 
able for sponsorship. 


Can Adapt to Own Ads 


“Then armed with this informa- 
tion, all who recognize the im- 
portance of demonstrating to the 
public the social and economic 
values of American enterprise can 
do so in their own way in their 
own advertisements,” he con- 
tinued. “Some may want to de- 
vote 10 or perhaps 20% of their 
appropriation to special messages; 
some may want to use a box in 


their regular product ads, others 
may want to tie their management 
policy copy in with their product 
advertisements.” 

Mr. West said he believes this 
proposal offers the surest way of 
implementing the suggestion of 
Don Belding, chairman of the 
board of Foote, Cone & Belding, 
who said business must conduct “a 
strong campaign of education” to 
make sure that the public has “the 
proper story of free enterprise.” 
He warned at the April meeting of 
the Four A’s that leading busi- 
nesses “will have to ‘tithe’ at least 
10% of the advertising appropria- 
tions to save the system and their 
business and themselves.” 


Abt Sees New Attack 

As successful examples of sell- 
ing competitive enterprise at the 
local level, Mr. West pointed to 
cooperative series of newspaper 
ads sponsored by manufacturers, 
retailers and farm and labor 
groups in several cities, and to 
“plant town” promotion by indi- 
vidual companies. 

A fresh attack upon the U. S. 
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Reilly electrotypes are jewels in metal—produced from the finest materials 
by processes involving many exclusive features. Reilly electrotypes give 
such satisfactory results, year after year, that their quality is taken for 
granted. Yes, Reilly electrotypes are so good they’re sometimes forgotten. 


New manufacturing ideas and production methods have brought forth 
great advancements in Reilly electrotypes—qualities that show up in the 
pressrooms of printers all over America. 


With Reilly, electrotyping is an art, resulting from many years of 
research, comprehensive experience and insistence on perfection in every 
plate. Quality is no sometime thing with Reilly, as leading advertising 
men have learned. That is why Reilly electrotypes are being used by 
America’s advertisers to sell America’s leading brands. 


If you are a buyer of things that do more instead of a buyer of things 
that cost Jess, you will appreciate the extra value in Reilly electrotypes. 


ELECTROTYPE COMPANY 


305 EAST 45th STREET, NEW YORK 17, NEW YORK 


DETROIT . INDIANAPOLIS 


. CHICAGO . 


LOS ANGELES . 


SAN FRANCISCO 


system of distribution was fore- 
cast by Henry E. Abt, managing 
director of the Brand Names Re- 
search Foundation, who predicted 
that it will come “when labor 
leaders have reached the peak of 
their demands and the supply of 
goods begins once more to ap- 
proximate existing requirements.” 

Warning against a false sense of 
security because wartime attempts 
to substitute grade labeling for 
brand name identification failed, 
he said: “Don’t let the lull in the 
firing deceive us. Whether or not 
we should choose it to be so, we 
of product distribution are likely 
to be called to hold the line of the 
final battle for the perpetuation of 
the free enterprise system, of in- 
dividual liberty itself.” 

FM can be expected to revolu- 
tionize radio in the next few years, 
the association was told by Martin 
Codel, publisher of FM Business 
Magazine and editor of Television 
Digest & FM Reports. He lamented 
the fact that the FCC has not 
“seen fit to allocate even more 
channels for FM—enough so that 
everyone who wants a station, and 
who can stand the economic gaff, 
could operate one.” 

Such action, he said, would have 
eliminated the problem of physical 
limitation of frequencies, federal] 
surveillance of program content 
and “such bitter condemnation of 
commercial practices as contained 
in FCC’s recent Blue Book.” 


New Affiliates 


San Diego, San Francisco, Los | 


Angeles men’s division and Boise 
junior ad clubs were accepted as 
association affiliates. The Seattle 
and Los Angeles women’s division 
junior groups had been main- 
tained during the war. Miss Marie 
Smith, 
Broadway Department Store, Los 
Angeles, was elected to the as- 
sociation’s board of directors as 
the junior club member. 

Association members also voted 
to increase the number of com- 
missioners from 24 to 51; to make 
the president ex-officio a member 
of the board of trustees, and to in- 
crease the board of directors from 
iG to 1%. 


Local Shoe Ad Scores 


Readership Record 

An all-time high for readership 
of advertising for women’s shoes 
was set by a local ad on Page 23 of 
the April 12 issue of the Daily In- 
telligencer Journal, Lancaster, Pa., 
in Study No. 99 of the Continuing 
Study of Newspaper Reading, con- 
ducted by the Advertising Re- 
search Foundation. The Hermanns 
1,195-line display of reptile skin 
shoes, handbags and accessories 
was read by 56% of women and 
7% of men, topping a previous 
record made by a layout which 
appeared in the Morning Call, 
Allentown, Pa. (Study 12), which 
rated 52% among women and 6% 
among men, 

Five other local ads won posi- 
tions among the ten best-read ads 
in three categories for all studies 
to date, and among national ad- 
vertisements, the five most popu- 
lar with men, on the paper’s three 
sports pages, and the most popular 
among women was the 1,000-line 
Pillsbury Enriched flour display 
on Page 30. 


Schick Starts Drive 


Magazine Repeating Razor Cor- 
poration, New York, broke new 
copy last week for Schick razors 
in national magazines. The Amer- 
ican Weekly is scheduled for five 
four-color pages, with black and 
one-color copy scheduled for Col- 
lier’s, Esquire, Life, The Saturday 
Evening Post, This Week Maga- 
zine and Time. The company is 
considering a campaign for a new 
women’s razor. J. M. Mathes, Inc., 
New York, is the agency. 


Ayres Becomes V.P. 

Charles T. Ayres has been ap- 
pointed a vice-president of Ruth- 
rauff & Ryan, Inc., New York. Mr. 
Ayres joined the agency as an 
executive in the radio department 
in 1938. 


advertising manager,|'f 
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Salisbury to CED 


Morse Salisbury has been ap- 
pointed assistant to executive di- 
rector C. Scott Fletcher of the 
Committee for Economic Devel- 
opment, Paul Hoffman, CED chair- 
man, has announced. 

Mr. Salisbury has been assist- 
ant to the chairman of the Presi- 
dent’s Famine Emergency Com- 
mittee, director of public relations 
of UNRRA, and a member of the 
staff of the United States Depart- 
ment of Agriculture from 1928 to 
1944. He was chief of radio serv- 
ice, assistant director of informa- 
tion and deputy administrator of 
the War Food Administration in 
the Department of Agriculture. 


Owens-Illinois Names 2 


Roy B. Bradley, formerly sales 
manager of Charles Hubbard Drug 
Company, wholesale druggist in 
Syracuse, has joined the sales pro- 
motion: department of Owens-IIli- 
nois Glass Company, Toledo, as 
divisional merchandising manager. 
Don McAnally, industrial editor 
for Owens-Illinois, has been 
named to handle publicity in the 
sales promotion department. 


(NO. 7 IN A SERIES) 


The 
ALBANY Story 


The Ideal 
Combination 


The combined Daily and Sun- 
day Times-Union leads in all 
three A.B.C. zones—by 61% 
in the City Zone, by 376% in 
the Suburban Zone, and by 
146% in the total market. 
This great combination can 
be purchased at the lowest 
milline rate in Albany. 


@ Copy may be changed per ad- 
vertisement—permitting, actu- 
ally, two different advertise- 
ments. 


Size may be changed — the 
difference in linage being 
charged at the applicable 
Daily or Sunday rate. 


@ Weekday publication day is 
advertiser’s option—permitting 
maximum flexibility in meet- 
ing local conditions or in fol- 
lowing sales schedules. 


“ALBANY iS 
“BEST FOR YOUR TEST" 


The Times-Union is read by over 47,000 
families each morning, and over 100,000 
families each Sunday. 


A HEARST NEWSPAPER 
Represented Nationally by 


HEARST 
ADVERTISING SERVICE 
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The Hearst Newspapers 


have always fought for a mighty 


‘*Whatever is right can be achieved through 
the irresistible power of awakened and in- 
formed public opinion. Our object, there- 
fore, is not to enquire whether a thing can 
be done, but whether it ought to be done, and 
if it ought to be done, to so exert the forces of 


publicity that public opinion will compel it 
to be done.” 


VAN a 


In 1910 the Hearst Newspapers advocated an 
American Merchant Marine fostered by the Govern- 
ment to spare the U. S. consumer the humiliation of 
being taxed by the Foreign Shipping Trust. 


In 1922 the Hearst Newspapers strongly supported 
President Harding’s efforts to obtain a ship subsidy 
as a “work of the greatest importance.” 


MERCHANT FLEET 


" 
\ 


ae 


NEW YORK AMERICAN, JULY 26, 1923 


In 1927 the Hearst Newspapers deplored the fact 
that in 1926 only 32% of American commerce was 
carried in American bottoms. 


In 1928 the Hearst Newspapers welcomed Senate 
passage of the Jones Bill, which allowed for an 
expenditure of $250,000,000 to modernize and re- 
place the Shipping Board fleet. 


In 1934 the Hearst Newspapers staunchly opposed 
the proposition of the Secretary of Agriculture to 
“plow under” the American shipping industry. 


In 1936 the Hearst Newspapers condemned the ef- 
forts of the Communists to drive American shipping 
from the seas through mutinies, sabotage and strikes. 


In 1945 The Hearst Newspapers exposed Com- 
munist efforts to hamstring our Atlantic shipping 
through the medium of the longshoremen’s strike. 
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10 
Names McDonough, Levy 


Brown Fence & Wire Company, 
Cleveland, has placed its adver- 
tising with McDonough, Levy, 
Wagenman, Inc., Cleveland agency. 
Farm publications and news- 
papers will be used. A daily radio 
program, covering 38 states, is 
also being considered. 


Complete Formfit Offices 


Formfit Company, Chicago, has 
just completed remodeling and 
modernizing its new executive of- 


fices, 
plant, which started in 1943, with 


display rooms and main 
the purchase of the six-story 
Addressograph - Multigraph build- 
ing at 400 S. Peoria St. 


Christian Joins Ziv 

William R. Christian has re- 
signed as sales manager of Sta- 
tion WSAI, Cincinnati, to join 
Frederic W. Ziv Company of the 
same city as account executive. 
He will be the agency’s territorial 
representative in the Washington- 
Baltimore area. 


Baker Opens Branch 


Baker Advertising Agency, To- 
ronto, has opened a branch office 
in Montreal at 1557 McKay St., 
with Gabriel Langlais as man- 
ager. 


Ballard’s Names McBeth 


N. C. McBeth, formerly with 
Campbell Soup Company, has been 
appointed sales manager of Dr. 
Ballard’s Animal Foods Ltd., To- 
ronto. He will be in charge of its 


Seller to Von Zehle 


Ted Seller, formerly with Mc- 
Cann-Erickson, New York, has 
joined William Von Zehle & Co. 
as a principal and account execu- 
tive. Mr. Seller will handle the 
account of Wallace & Co., Butler, 
Ky., maker of I Do cosmetics. 


Joins Lennen & Mitchell 

Sanford Gerard, formerly with 
Benton & Bowles, New York, has 
joined Lennen & Mitchell, New 
York, as art director. 


Advertising Age, July 8, 1946 


Maxson Attains 
Full Distribution 
on French Fries 


NEw YorK—JIn less than six 
months since it introduced frozen 
french fried potatoes as a package 
item for general consumer use, 
Maxson Food Systems, Inc., has 
built up distribution in all large 
cities as far west as the Rockies, 
and this month will extend dis- 


postwar expansion program. 


——| tribution to the Coast. Demand 
now requires an output of 16% 
tons daily. Last month the com- 
pany appointed Lennen & Mitchell 
to handle a $250,000 advertising 
and sales promotion budget. 

. The potatoes were first used in 
y the Maxson Sky Plate meals, 
, served on planes of the Naval Air 
Transport Service, and to passen- 
gers of Pan American World Air- 
ways. These complete meals, 
many of which: contain steaks and 
hamburgers, and all of which offer 
one entree and two. vegetables, 
will soon be placed before the 
general consumer. 

The first production of the 10- 
ounce package of potatoes began 
in the company’s Queens Village 
plant in February, and was tested 
in New York, Philadelphia and 
Washington. Production, except 
for removal by hand of the eyes 
of the potatoes, is automatic, 
through development of three 
specially constructed machines. 


Pilot Radio Offers 
Table-Model FM Set 


“First table model with new 
FM band” is claimed by Pilot 
Radio Corporation, Long Island 
City, N. Y., for its “5-Star” re- 
ceiving set, introduced June 30 
in a full page in the New York 
Times Magazine. Deliveries of the 
. set, priced at $129.55 including 
federal tax, have been started in 
the New York area. 

Pilot Radio, which also is pro- 
ducing Pilotone non - breakable | 
Vinylite phonograph records, has | 
“extensive” advertising plans in 
the making for next fall, Allen D. 
McGehee, sales manager, told AA. 
The company’s agency is Al Paul 
Lefton Company, New York. 


Obbard Moves Up 


Norman B. Obbard, assistant to 
vice-president of sales of Ameri- 
can Bridge Company, Pittsburgh, 
a subsidiary of United States Steel 
Corporation, has been appointed 
vice-president in charge of sales 
and a director, succeeding Eugene 
H. Herald, who has retired. 


ssmtin ee 


Sweet Tooth! 


OF THE TOTAL U. S. CANE SUGAR 
PRODUCTION COMES. FROM 
THE SOUTHWESTERN SUN BELT 


Juicy stalks of sugar cane from the Southwestern Sunbelt produce 5,349,000 tons of 
sugar yearly and pour over 24 million dollars into its pockets. Yes, from the Sunbelt 
comes 86% of the total U. S. production of cane sugar—proof once again of the wide 
diversity of products that is raised in this rich agricultural area. Dependent not on one, 
two or three major crops, but based stably on myriads of money-making products, the 
Sunbelt Farm Market is a prosperous market, with an even more prosperous future. To 
reach this rich farm market, FARM AND RANCH is the most logical medium for your 
advertising message. For FARM AND RANCH alone concentrates its full coverage to 
this 5-state area— Texas, Oklahoma, Ar- ‘ 
kansas, Louisiana and New Mexico —big 
states, with a spendable cash farm income 
of $2,232,870,000.* 


Two Name N. Y. Agency 


Advertising Bureau of America, 
New York, has been named to 
handle accounts of Broadcast Re- 
cording Company and Southern 
Stamp Service. 


. Names Cole & Mason 

American Farm Youth, Dan- 
ville, Ill., has appointed Cole & 
Mason, Chicago, as midwestern 
representative. 


Dominant Voice of 
the VITAL 6th 


FARM AND RANCH is the dominant 
voice of the Southwestern Sunbelt 
market—a vital sixth of the total 
American farm market. The big, 
productive farms and ranches of the 
Sunbelt states market scores of big- 
money cash farm crops each year. 
Tung trees, mung beans and silk 
worms are but a few of the new 
‘crops of the past few years which 
are swelling the Sunbelt’s income. 
You get concentrated coverage of 
this rich area with FARM AND 
RANCH, dominant voice of the Sun- 
belt Farm Market. 


*Farm Income Situation, U. S. Dept. Agr., April, 1945. 


DALLAS, TEXAS 


Bronch Offices: 52 Vanderbilt Avenue, New York * 75 East Wacker Drive, Chicago 

205 Globe-Democrat Building, St. Lovis * 1895 Monroe Drive, N. E., Atlanta 

West Coost Representatives: Simpson-Reilly, Ltd., Russ Building, San Francisco, 
Californio * Garfield Building, Los Angeles, California 
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S @ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 

* lettering charges. Quick, simple, eco- 
nomical ... any office girl can be your ( 
compositor. 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available. 


THE FOTOTYPE COMPANY 
| 625 W. Washington, Chicago 6 
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“It is inevitable that we sometimes make 
an erroneous statement, but inexcusable to 
make an irresponsible one . . . When it 
becomes clear that The Chronicle has erred, 
we should not attempt to brazen out the 
admission of error, nor hide shamefacedly 
behind a mythical editorial dignity, hoping 
that somehow people will forget. Rather 
we should, humbly and humanly, go 
before the readers, our judges, and say: / 
‘Today we know more about this item. 
and know that yesterday we were wrong. 
We must be careful, however, that our 
manner of admission does not allow any 
interpretation of yielding to the opportune, 
nor retreat under pressure ...?’—Editor’s 
memo to Chronicle staff. 


GP. 


Te modern newspaper has come a 
long way from its primitive form as a 


y- z 


The Inevitable ...and , ee 


personal journal. Itscontentand processing 
requires a staff of specialists, syndicates, 
auxiliaries. Its physical production involves 
an array of complicated machinery .. . 
Despite its size and technologies, its later 
identities as manufacturer and business 
establishment, the newspaper has never 
found a substitute for principle, a 
capital as essential as the confidence 
of the public. Lacking integrity, it 
might as well lack ink. 

On the West Coast there are some 
people who do not like The Chronicle, 
are opposed to its objectives and annoyed 
by its attitudes and activities. 

But there are few who do not regard 
The Chronicle with respect. One dissident 
said recently of Chronicle editors—“Even 
when they’re wrong, they think they’re 
right.”... And when they think they were 


san Francisco Chronicle — 


SAWYER, FERGUSON, WALKER Co., National Representatives 


New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 


wrong, they are quick to say so. 


On the West Coast there are large’ 
numbers of people who like, admire and 
support The Chronicle—for the very same 
reasons that alienate the antis...These 
Chronicle readers include most of the local 
intelligence and character, enterprise and 
influence... represent the most effective 
and constructive forces in San Francisco, 
and the West. With their favor, their good 
will, their interest and advocacy . . . any 
project or product can hardly fail. 

And to the advertiser of compatible 
standards, The Chronicle can offer no 
greater value than the introduction it offers 
to the people whose respect and affection 
The Chronicle has earned . .. No medium 
can offer more. No advertiser in this part 
of the world needs more! 
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The Messed-Up Census 


Last week the House of Repre- 
sentatives killed a bill which 
would have provided a Census of 
Manufactures and a Census of 
Business (distribution) every five 
years. The vote was 167 against, 
161 for, with 104 not voting. 

The previous week the Senate 
refused to appropriate $17,000,000 
for a business census covering 
1946. 

As a result of these actions, Ap- 
VERTISING AGE’s Washington editor 
reports, the last hope has been 
wiped out “that a modernized cen- 
sus program can be completed in 
this Congress, and a distinct pos- 
sibility has been raised that the 
first postwar Census of Business 
will not be made until 1950.” 

The program which the House 
killed had the support of most 
marketing groups, but unfortun- 
ately it had their apathetic, rather 
than their vigorous support. It 
can be assumed that few congress- 
men understood the implications 
or the importance of the legisla- 
tion, and the fact that 104 did not 
vote at all is certainly evidence 
that the bill was not considered 
very important. 

As a result, needed legislation 
of supreme importance to market- 
ing men during the next few years 
was crucified in a cross-fire of ex- 
traneous debate characterized by 
personal attacks on Henry Wallace 
and assertions that “business does 
not want to be harassed.” 

No one wants to be bothered 
filling out questionnaires, for the 
census or anything else. But it 
has long since ceased to be argu- 


able whether the annoyance of 
supplying census data is worth the 
return in the statistical and mar- 
keting information which emerges 
from the compilations. Business 
wants and needs every bit of ef- 
fective data it can get. 

It seems to us that it is long 
since time for marketing, adver- 
tising and business men to get to- 
gether long enough to develop a 
concrete, positive program with 
regard to census data which can 
secure the active approval of all 
interested groups, and then to 
make certain that our elected rep- 
resentatives in Congress under- 
stand that business wants the pro- 
gram adopted. 

The one organization best fitted 
to develop such a program, we be- 
lieve, is the American Marketing 
Association, composed of some 
2,500 men and women, primarily 
representatives of business, whose 
personal activities are so closely 
bound up with the material made 
available by the various censuses 
that they should know exactly 
what they want and how they 
want it. 

The AMA has been active on the 
census front, but not active 
enough. It should now take the 
leadership in developing a care- 
fully planned, fully integrated 
census program, working in coop- 
eration with the various other in- 
terested associations in the field. 
When such a program is de- 
veloped, it should be presented to 
Congress urgently, as a matter of 
real importance to the economy 
which brooks no sidetracking. 


Another Unwelcomed Campaign 


Some months ago ADVERTISING 
AGE asserted in these columns that 
it was time to name names in con- 
nection with advertising which is 
misleading or in bad taste, and 
which therefore does a disservice 
to all advertising. 

We have alfeady recorded our 
opinion of the current Raleigh 
cigaret campaign. Now we add to 
the list the advertising which has 
just broken widely for Howard 
Hughes’ “The Outlaw,” which in 
our opinion is deliberately and 
ridiculously salacious, in  ex- 
tremely bad taste, and therefore 
harmful to all advertising. 

Until recent years, motion pic- 
ture advertising has been notori- 
ous for its extremity, for its sexu- 


ality and its innuendo, but noth- 
ing in our memory has tried so 
hard and so indelicately to build 
an oversize female chest into a 
national sensation. We think it’s 
silly, and we think it will help a 
lot of people get just a little more 
annoyed with advertising. 

If the picture were a magnifi- 
cent contribution to the nation’s 
drama, we might be able to find 
some justification for the literal and 
figurative buildup being given Miss 
Russell’s overstuffed anatomy. It 
isn’t, and the type of advertising 
and publicity being used to pro- 
mote it may add a few dollars to 
Mr. Hughes’ coffers, but it won’t 
make for any greater public re- 
spect for advertising. 


"Young Dr. Malone's office . . . 


—KMBC Heart Beats 
say a-a-a-h!" 


Smell Sells . 

Dr. Donald A. Laird, of Colgate 
University, has been at work for 
a number of years on the influence 
of odors on sales. His latest tests 
seem to establish rather conclu- 
sively that there is a definite tie- 
up between subtle perfume and 
sales appeal, but customers seldom 
know it. 

For example, he had several 
college girls acting as saleswomen 
in a house-to-house campaign, 
selling women’s stockings. The 
hose were separated into two lots, 
one plain, one scented. The girls 
were instructed to allow the pros- 
pects to make their own choices; 
however, more than 90% of the 
women bought scented hose. After 
making the purchase, the sales- 
girls asked the purchasers why 
they had picked the hose (remem- 
ber, the lots were identical). The 
women said the hose they picked 
were “more sheer,” and had “a 
nicer texture,’ but in no case did 
they attribute their choice to frag- 
rance. 

From an article in the New 
York Journal of Commerce, by 
Edward Sagarin, advertising man- 
ager of Givaudan-Delawanna, Inc., 
a company which makes aromat- 
ics, and markets a line particularly 
designed for textiles, we learned 
that textile odors are used three 
ways: (1) deodorants to mask and 
sterilize an unpleasant odor; (2) 
reodorants to replace an unpleas- 
ant smell with an appealing one; 
(3) an odor which identifies the 
product, like an outdoor scent for 
tweeds, a floral scent for flower- 
patterned fabrics. 

In many fabric manufacturing 
plants, during the rigorous sched- 
ules of wartime production, man- 
agement found that odors arising 
from washing and finishing opera- 
tions irritated and nauseated em- 
ployes, were a factor in time lost 
and turnover. They added odors 
which were “fresh, clean and 
stimulating,” and would volatize 
easily during the operations, and 
complaints promptly subsided. 

Wonder what they can do for a 
wet tweed coat, hanging in the 
hall? 


Lay That Printer Down 

From time to time, we are re- 
warded by various readers with 
samples of unusual juxtaposition, 
misplaced mats, and typographical 
errors. Most of these errors hurt, 
but here’s one that helped. In 
Westport, Conn., farmer Ignatz 
Horelick placed an ad, “Horse and 
cow for sale—reasonable.” It ran 
as “House and cow. . .” Result: 
Horelick sold his house for $20,- 
000 (it originally cost him $4,- 
500). He readvertised the horse, 
and sold it. 


Jottings 
The St. Louis Globe - Democrat 
has resumed its scheduled tours 
through its office and plant for 
civic and school groups, and ex- 
pects 25,000 people this year. . . 

We're indebted to Scout Murray 
J. Drucker, who studies advertis- 
ing at NYU, for spotting a bizarre 
juxtaposition in the New York 
Daily News, where an advertise- 
ment captioned “A love story to 
Mother” nestled companionably 
beside a news story headlined 
“Mother held for forgery.” Stu- 
dent Drucker says “the fault lies 
with the paper for putting such 
an article next to this type of an 
rae 

When William Baker Wells, 
otherwise known as “Billy” and 
alias “Peter J,” retired as compos- 
ing room foreman of the Camden 
Courier-Post, he was presented 
with an appreciatory scroll signed 
by more than 200 employes. As 
“Peter J’ he inaugurated the 
Peter J fund which annually gave 
Christmas baskets to needy chil- 
dren. . 

Any one of these weeks we’ve 
been planning to tell you that 
WENR, the ABC station in Chi- 
cago, has begun using outdoor to 
tell motorists to switch their dials 
to 890, the station’s frequency... 

We're indebted to Northwestern 
Mutual Life Insurance Company 
for a booklet called “A Career 
with the Northwestern,” which ex- 
plains the future of an insurance 
underwriter, and does it clearly. 
In what we’ve grown to recognize 
as “insurance company style,” the 
book tells its story in graphs and 
illustrations, sells the business as 
well as the company... 
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The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2663. What to Tell the Re- 
tailer. 
Retailing Home Furnishings has 
issued this brochure, which is de- 
signed to help its own space sales- 


men answer the “oversold—why - 


advertise’ question, and show 
agencies and advertisers how other 
business advertisers are going 
about the “what to say” problem, 
It contains 20 copy themes from 
current ads in Retailing used suc- 
cessfully by advertisers in the 
oversold class, and numerous 
specimen ads that make effective 
use of the themes. 


No. 2664. The Next Move. 


This brochure, issued by the 
Corpus Christi Caller-Times, pre- 
sents a pictorial report on Corpus 
Christi and its trade area, and 
plans and prospects for’ its future. 
In a section titled “A Newspaper 
Moves,” the brochure describes 
the Caller-Times’ mechanism, civic 
activities, etc. 


No. 2619. Grocery Products Sales 
in the Pittsburgh Market. 
Three maps indicating grocery 
products distribution in the Pitts- 
burgh area highlight this folder, 
issued by the Pittsburgh Post- 
Gazette. One shows the territory 
covered by wholesale grocers, the 
second, chain store locations con- 
trolled by Pittsburgh, and the 
third, the grocery products mar- 
keting area, wholesale and retail 
combined. A table provides mar- 
ket facts, by state and county, 
about the Pittsburgh food area. 


No. 2647. The Influence of Brand 
Names on Consumer Purchases 
of Home Furnishings. 


This booklet, issued by Home 
Furnishings Merchandising, . starts 
off with a report on the seven 
sources that lead all others in 
home furnishings information, and 
a summary of brand -knowledge 
and dealer influence. Then it 
breaks down home furnishings by 
items, and shows the per cent of 
the women queried who could 
name specific brands, the per cent 
of dealer influence and types of 
dealers most preferred. 


No. 2621. Reader-Consumer Panel. 


The American Home has issued 
this report on its latest reader- 
consumer panel, which is devoted, 
principally, to an analysis of the 
answers to questions about home 
repair and remodeling plans. The 
tabulated percentages show extent 
of planned improvements this 
year, expected expenditure, kind 
of heating equipment that will be 
purchased, etc. 


No. 2625. The Grocery Business 
in Rock Island - Moline - East 
Moline, Ill. 

The Moline Dispatch and Rock 
Island Argus have issued this 
folder, which lists major super food 
markets, shows the tri-city sales 
rank among six Illinois-Iowa mar- 
kets, and gives the 1945 record of 
some of the major Argus and Dis- 
patch food advertisers. 


No. 2658. Let’s Look at Inquiries. 

Power has issued this study, 
made by the McGraw-Hill pub- 
lication’s research department, on 
the subject of inquiries resulting 
from editorial mention, and how 
they can be appraised for source, 
quality and productivity. 
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Business Failures 


at Record Low 


New York, July 3.— The na- 
_tion’s business failures in 1945 to- 
taled only 810 and their liabilities 
only $30,395,000, both record low 
marks for this century, Dun & 
Bradstreet points out in its cur- 
rent annual “Reference Book.” 

The number of manufacturers’ 
failures declined from 352 in 1944 
to 280 in 1945 while wholesalers’ 
and retailers’ failures dropped 
from 587 to 351. There was a 
slight increase in number of fail- 
ures over $100,000, from 46 in 
1944 to 51 last year. 

The greatest number of failures 
and greatest amount of their com- 
bined liabilities in any year since 
1900 occurred in 1932, when 31,- 
822 firms failed with liabilities of 
$928,313,000. 

A total of 1,909,000 concerns 
were listed by Dun & Bradstreet 
in 1945, as compared with 1,855,- 
000 in 1944 and a record 2,213,000 


It Didn't 
Just Happen... 


From its initial publication six years ago 
as the first international consumer maga: 
zine, Norte has been alert to the likes and 
dislikes of its Latin American readers. 
Guided by Production Manager Lawrence 
Sternfeld it reflects today this accumulated 
experience and recognition of the tastes 
and interests of Latin Americans. The popu- 
larity of Norte didn't just happen. 


Printed on fine coated stock, Norte has, 
through generous use of color and striking 
photography, skillfully blended with edito- 
rial content, achieved a particular appeal 
to the higher income Latin American fam- 
ilies. To advertisers, Norte offers the advan- 
tages of its large page size and free use of 
its bi-lingual staff in preparing Spanish 
copy, thus permitting easy adaptation of 
plates initially prepared for domestic con- 
sumer magazines, 


Through Norte's Sages you reach those 
Latin Americans with sufficient income to buy 
your products, Norte's 100,000 plus families 
=—~600,000 readers—are the choice market! 


SEND FOR COMPLIMENTARY COPY 
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Plans Oil Data Book 


Petroleum Engineer Publishing 
Company, Dallas, early next year 
will publish Petroleum Data Book, 
a compilation of statistics on the 


formerly with Mid-Continent Oil 
& Gas Association, is editor. 


‘Furniture Age’ Rate Up 

Effective Aug. 1, Furniture Age, 
Chicago, will increase its adver- 
tising rates 7%, bringing the basic 
page rate to $200. 


petroleum industry. H. J. Struth,|h 


Appoints Laughlin 

Jess M. Laughlin, in charge of 
the West Coast advertising of 
Ziff-Davis Publishing Company be- 
fore joining the Army air forces, 
has been appointed media director 
of J. W. Eccleston Jr. Advertising 
Agency, Los Angeles. 


Howard Wig to Isaacson 


Howard Wig Company, New 
York, has appointed Robert Isaac- 
son Associates, New York as its 
agency. 


Colson Appoints Hagen 
Ken Hagen, formerly of the 
Precision Plastics Company, St. 
Louis, has ‘been appointed head 
of the plastics division of the U. O. 
Colson Company, Paris, Ill., man- 
ufacturer of calendars, fans and 
advertising specialties. 


Joins Standard Outdoor 


Charles A. Swanson, formerly | # 
field secretary of the Outdoor Ad-| 
vertising Association of Pennsyl-| % 
vania, has joined Standard Out-| % 
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door Advertising, Inc., New York, 
as director of field service. Mr. 
Swanson was previously on the 
staff of Outdoor Advertising, Inc., 
and the Traffic Audit Bureau. 


ARE MORE DISTINCTIVE 


Window and Convention 
Displays, Presentations, 
Posters and Signs. 


CARLSON SIGN & DISPLAY 4 


PHONE WAB. 9111 - 505 S. STATE, CHICAGO‘: 


PRODUCTION 


; 


Wherever you find 


... Well informed. 


It’s a rare business man who doesn’t have 
plenty on his mind these days (and nights.) 
The astute ones, however, know where help is 
handy. Business Week’s reputation as “the 
most useful magazine to management” results 
directly from the steady and authoritative aid 
of its pages. They keep this audience complete- 
ly up to date...on important business news 
... on news of business goods! 


you find a management-man 


it, 
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Banks Now More 
Radio-Minded, 
ABA Reports 


New York, July 2.—Spot an- 
nouncements and news broadcasts 
have almost displaced half-hour 
programs for bank radio advertis- 
ing purposes, a survey by Ameri- 
can Bankers Association indicates. 

At the same time, radio has 
become increasingly popular as 
an advertising medium for banks, 
the association reports. An ABA 


survey made in 1936 revealed that, | 
of 145 banks on the air, 55 favored | 
half-hour programs while only | 


two used one-minute spot an- 
nouncements. Today this trend has 
reversed. Of 2,200 member banks 


surveyed, 546 of whom expressed | 
interest in radio advertising, 449 | 


said they preferred spot announce- 
ments against 19 in favor of half- 
hour programs. 


Of banks preferring 15-minute | 


to half-hour programs as opposed 


to spot announcements in 1936, 


ABA says that only five used 
news broadcasts. Today, ABA re- 
ports an analysis of 197 bank pro- 
gram-users shows that 48% pre- 
fer newscasts. 

ABA also surveyed 303 radio 
station managers whose summed- 
up advice to banker-advertisers 
was to set a definite objective, get 
an expertly prepared program and 
“stick with it.” On the basis of 
its findings, ABA expects to offer 
a radio service which will help 
local banks in considering radio 


as an advertising medium and will 
prepare transcribed programs for 
local broadcast by banks or groups 
of banks. 

Results of the survey were pub- 
lished in the May issue of “Bank- 
ing,” the association’s journal. 


Wade Takes New Offices 


Wade Advertising Agency, Chi- 
cago, has moved its offices to the 


Form Hannon & Willson 


Justin Hannon, formerly in the 
Los Angeles office of Don Harway 
Company, and Lee Willson, who 
worked both in the San Francisco 
and Los Angeles office of Duncan 
A. Scott & Co., have opened pub- 
lishers’ representative offices at 
412 W. 6th St., Park Central build- 
ing, Los Angeles 14. 


CED Names Volgenau 


Advertising Age, July 8, 1946 


Washington, has joined the Com- 
mittee for Economic Development 
as director of CED’s field program. 
Mr. Volgenau was at one time 
manager of the U. S. Chamber of 
Commerce department of govern- 
ment affairs in Washington. 


Skintees Account Placed 


A. H. Schreiber Company, New 
York, manufacturer of Skintees, 
ladies’ undergarments, has placed 
its account with Advertising As- 


, |} 


hed oe tt PR cet om te 


26th floor of the Civic Opera 
building. 


Howard L. Volgenau, formerly 
a partner in his own business in| trade publications will be used. 


Announcing 


The Army Times 
Vet-Letter 


Extending its service in the 
veterans’ field, Army Times 
is now publishing each 
week for subscribers an in- 
formation service — The 
Army Times Vet-Letter. 


Each issue carries the 
meat of all current vet-- 
erans' affairs, conferences 
and hearings — the kernel 
of official rulings and in- 
terpretations of vital in- 
terest to everyone con- 
cerned. 


The cost is $10 per year, 
$6 for six months, $3 for 
three months. Sample 
copies and further details 
on request. Use the cou- 
pon below. 


ARMY TIMES 


1419 Irving Street, N.W. 
WASHINGTON 10, D. C. 


* 
Member Audit Bureau of Circulations 


* 


om onan. Coupon ee 
ees .. . 1946 

Army Times 

1419 Irving Street, N.W. 

Washington 10, D. C. 


Please send sample copies of 
the Army Times Vet-Letter. 


Name ... 

Address 

City 

Zone State... 
Please check if VET... . 


sociates, Newark. Magazines and 
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ARE YOU SNUBBING THE OUTSIDE AUDIENCE 


on the Pacific Coast, too? 


* Approximately half the retail sales on the Pacific Coast are made outside the 


counties in which Los Angeles, San Francisco, Oakland, San Diego, Portland, 


Seattle and Spokane are located—only Don Lee covers the OUTSIDE as well as the 


INSIDE half ...a C. E. Hooper 276,019 coincidental telephone survey proves it. 


Ir your Pacific Coast radio show isn’t on 
Don Lee, you can’t reach the 5% million lis- 
teners in the outside area, folks who spend over 


4% billion dollars a year in retail sales. 


All four networks cover the inside or seven’ 


major metropolitan county areas of the Pa- 
cific Coast, but Don Lee is the only network 
with enough on-the-spot stations to give thor- 
ough coverage of the outside area as well. 

A map will show you most markets on the 
Pacific Coast are surrounded by mountains 
up to 15,000 feet high. The long-range broad- 
casting of other networks can’t reach these 


markets. Don Lee, however, has a station lo- 


cated within each of the important mountain- 
surrounded markets. 

Remember: The outside audience is big (54 
million people) and has lots of money to spend 
(over 4% billions a year). Don’t exclude these 
listeners from your Pacific Coast radio show. 
Put it on Don Lee, where everybody can hear 
it! More than 9 out of every 10 radio families 


‘ on the Pacific Coast live within 25 miles of a 


Don Lee station. 


EXAMPLE NO. 3 : YAKIMA, WASHINGTON 
An exclusive Don Lee outside market 
TOTAL RETAIL SALES $55,570,000 
Sales Management, 1946, Survey of Buying Power 


The Nation’s Greatest Regional Network 


; Pes P : sh Bat : a hie ALE Re RS ” pry age ‘ Sree We oe bet, 
Pt eas . 1h Be MRE A SC? SIR aa Sk 0 Soka Sean A Rite oe ee ey " ae Gea 7 NOES She DR ee oo eae att Ast EAE pe Ee ; OTR CAA it Aha Saas a 
AS al Rei tt ea ‘ Poseh ag terre a A ay sa PCPs ee ae eee i a is > eS oan 4 Fist ore ah aaah 2 eis) Tee ove ; CR, Wet) Fe oe } 
eae: t og : ; , F : ‘ e : ‘ : bo > Te © we a eta om 
on _ ee 
aa sen 
| | Pe | 
| 
; | 
= ae 
wig a | 
ee 
net ee | 
Ds a 
ST ee —_—_—_—_—_—_ 
oo ory | 
] 
ed 
Pe eee ty Pere ee ee Oe CR I fo PEGE BE ERIE IES ai EC cag LD OEE ig MBE OIE EER OOS REE Se BOOS ee aL ee OME Ms ee RE ME ae ee ee 
ate Be 7‘ Ce oe ‘ Ri Riri Ss eae eal ee Re ere dae. ite OE eek ha ee ae ee ot i ee ee ae ee ie Beas Se ht ee eg ee, 
we ec re I BE Pe eae a 28 pees ae Ce a aa ig Oe ee 
in ger Oe es ee ee Soe ee es i eee eS ee o i ee ee eee Hag, 
pga © ig bin tens es SP ssa ee i Re ee Eat Peek GR Ci ae ee a eR PE ge Ee ee eS IR Ry Re j Bit x RE Reais Et ok 
Sei came Re MMe rr eo = oe ee ee - ee 
ai toane il ‘ uae Ee Er ee i ve Bg BF ib SO as 
: : ae pee 
se hn 3 Bes thie Sis 
cna cn gee oa 
Se es 
See ee 
i Sy Sarey 
eS ee : 
. Pay es 
: See ee 
ee. 
Pikes Ree 
 S 1 
. | ee 
pe oe, 
Be tee 
see a 
a Po 
ee eee -_ 
ee | 
ieee Poke 
es he | 
ey | 
a ae oan 
ayaa ae eae 
2 i 4 x Bax irs Og Td 
i ae f ee a 
= is 2 
oN Bay es 
oe 
| be Be 
| oe, 
| ae oe ee) 
ee ae s Pe 
Soe ' Ss 
Proce wees | . : 
ee ¢ : : 
is oe a 
i kee a 
. * ees 
He ne 
ee me 
ee eo 
; ee oe 
- ae | 
: ie 4 
ae ee ie ee wy 
ee Se se 
ue “a 
eo ae : pes 
oe ce 
eo ee 
a SS 
ee Rae \ 
ee ee 
= ees eee 4 . 
ae ay s ee 
agen a 
es et ee 
BR Zoos 
2 fe 
" Tis SS oe 
: a et ee ee 
ae we 
oe 
be ee 
bs . oad 
bs oe 
ee) - 
Soh coe 
ook oe 
eo ee 
Bes ae 
: Bee $ 
Eee a 
“ae é 
“a3 a 
eo ; 
Se e, 
ane 2 ty 
“a = SS # 
3 ii lege Eee 
< . . 
mee: eae ee 
ee ae ee 
mers” te a ie 
1, ea ce A 
aaa ee es | 4 ? 
Be ee Pe 
ae 
* % a 
oe 2. se ies — 
i ee . 
eee Soe ee tone” 
b aE ae Fs 
f t 2 . 
‘ e Fn ts, Be ee 
cnr 2 2 Pe 
sale ca: "s Pages 
whey P| oe 
ie ee | = 
Jasin ob 
eee: ee : 
Siete oe . 
itghtoss oe 
oe eae Hae! SB. 
eee a ee 
et a Pe Be ae 
oa ae 3 EL 
reas ee 4 eae 
eee pws: es 
we AIG wes es 
nt ues : oa 
ts cs ee “ 
. Sy ‘ ag 5, 
“Ps ree eo wa . 
es ! ee sau 
; be > 
f es ‘ = 
bas rg SOO ons 
- ’ SE Eg ee Bets 0 4 — era a — ees —— eee - . pecans 
= ce MO i FE Ce eS Ce eee ee ee eee eeprom ee : Been oS ete (2 
“Ee ‘ e & be ee : Soe fg te oe ‘ ‘ * 0 ee eee Hi i 
Res . 
6 Cpa 4 0 
i as a ee FO” OOS See Oe had ae Pe me a oe * : SOLS ae ee a 
| H 
ial ' o 
- r ericw | 
| 
' Te 
| « 
; | 
i : 
id 
| . 
ne | . 
* - 
% a Se » sa : a 
fia os: a ti ie ae + nea ¢ a AG - nt . ccs “Se i s P ~ $ ; aoa bd, . : * ives aX © nihhe & * 


Com- 
yment 
gram. 


er of 


ced 


New 
ntees, 
laced 
zy As- 
s and 
sed. 


the 
nd, 
the 


; it. 
ain- 


(5% 
end 
hese 
ow. 
hear 
ilies 


of a 


TON 


ooo 


owcr 


Advertising Age, July 8, 1946 
McCann Shifts Two 


James R. Fox, for four years 
manager of McCann-Erickson’s 
San Juan, Puerto Rico, office, has 
been appointed Havana manager, 
succeeding Wallace H. Goldsmith, 
who has been re-assigned to the 
agency’s foreign department in 
New York at his own request. 


Oxarart Agency Moves 
Frank Oxarart Company, Los 

Angeles agency, has moved to 

larger offices at 659 S. Rampart 


Blvd. John W. Pugh, recently re- 
leased from the Army air forces, 
has joined the agency as assistant 
to the media and research direc- 
tor under the G. I. apprenticeship 
program. 


Appoints Fader Agency 
Viking Tool & Machine Corpo- 
ration, Belleville, N. J., has named 


Franklin Fader Company, Newark, . 


to handle the advertising of all 
its divisions. Business papers, di- 
— mail and newspapers will be 
used. 


Ads Call Pearlon 
‘Perfect’ Pack 
for All Foods 


Chicago, July 2.—Traver Cor- 
poration, maker of Pearlon bags 
and liners for fresh or frozén foods, 
is offering limited amounts of con- 
sumer packages to department 
stores through its salesmen. 

Designed for storing food in re- 
frigerators, the bags come in seven 


sizes and retail for $1.50 per set. 
They are described as tough, wash- 
able and moistureproof, although 
no advertising is contemplated 
until distribution problems are 
solved. 

Meanwhile, Traver will continue 
a campaign started March 1 on 
Traco Pearlon products for manu- 
facturers. These include Fresh- 
pac bags similar to the consumer 
package and re-useable by the 
consumer. Originally launched in 
several trade media, the campaign 


| eaten aM ngeeerai 2a ‘, 
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DON LEE 


THOMAS S.LEE, President 


LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mgr. 
SYDNEY GAYNOR, General Sales Manager 
5515 MELROSE AVE., HOLLYWOOD 38,CAL. 
Represented Nationally by John Blair & Co. 
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will continue during the year in 
Modern Packaging. 

Copy describes Pearlon as 
“highly moistureproof, retains gar- 
den fresh flavors, odorless, taste- 
less, non-toxic, durable, heatseals, 
flexible at very low temperatures, 
washable—consumer can_ re-use 
bag time and again.” 

Fresh-pac has been adapted for 
25-pound carton packs, also for 
frozen shrimp, frozen cream, and 
for meats, poultry or fish. Avail- 
able in plain or printed form, 
Pearlon is said to reduce loss of 
weight “considerably” through de- 
hydration of frozen poultry. Sor- 
ensen & Co., Chicago, is the agency. 


Klausmeyer New Head 


David M. Klausmeyer, formerly 
plant manager of Chevrolet com- 
mercial body division of General 
Motors Corporation, has been 
elected president of Marmon-Her- 
rington Company, Indianapolis, 
maker of all-wheel-drive trucks, 
track-delivery and military ve- 
hicles. He succeeds Bert Dingley, 
who is retiring but will remain on 
the board of directors. 


ont Mrs! 
THIS FREE App Book 
ON COPY RESEARCH 


Toren enna 


WIT THE RoaD 


FOR BETES Besumese PAPEF ADVERTICINE 


. id 
: 
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How to write copy 
that clicks 


Associated Business Papers wrote 
this book for men who write copy, or 
supervise the job. It’s a straightfor- 
ward, highly readable discussion on 
how to increase the effectiveness of 
advertising through reader calls... 
“copy searching”. 

“Hit THE Roap” suggests a pro- 
cedure that will remove the guess- 
work from copywriting and assure 
results. The coupon or a note on your 
letterhead will bring “Hit the Road” 
with the compliments of ABP 


SOME OF THE CONTENTS: 
@ Why Copy-Searching is important. 
@ Why your sales staff cannot do it for you. 
©@ How to make the time for the job. 
© How many calls? And where? 
© Hew your customers and prospects can help. 
@ How te conduct an interview. 
@ WIAA saggestions for field work. 
© How to write and interpret field reports. 
@ Getting to the right man. 
@ Examples of successful ads based on copy calls. 
©@ By-product benefits of field work. 


Sie ee 


| ASSOCIATED BUSINESS PAPERS | 
205 East 42nd Street, New York 17, N.Y. 
| Please send me a free copy of “HiT | 
Tue Roap for Better Business Paper 
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Westinghouse Elects 


W. O. Lippman, assistant to the 
president and responsible for the 
operations of the headquarters 
manufacturing division of Wes- 
tinghouse Electric Corporation, 
Pittsburgh, has been elected a 
vice-president, responsible for all 
plant labor relations. W. G. Mar- 
shall, vice-president in charge of 
industrial relations, has also been 
assigned to handle community and 
public relations. 


a 


CONTINUED 
LEADERSHIP IN THE 
CANDY INDUSTRY 


FIRST’ IN 
EDITORIAL COVERAGE . 


canal first* in advertising lineage and 


circulation too! 


iTxpusteE 


mss 
AND Des oe 


Don Gussow, Editor & Publisher 
33 W. 42nd St. New York 18, N. Y. 


a Mayer, 
: | presidents. 


Film Co. Reorganizes 


Eddie Albert Productions, pro- 
ducer and distributor of industrial 
and educational films, has been 
reorganized, with new offices at 
1133 N. Highland Ave., Holly- 
wood, Eddie Albert, the film actor, 
has become chairman of the board, 
and Remy L. Hudson, recently 
vice - president of International 
Detrola Corporation, Detroit, has 
been elected president. John E. 
Fletcher, a founder of the com- 
pany, and Robert J. Meade, for- 
merly with J. Walter Thompson 
Company and Metro-Goldwyn- 
have been named vice- 


Renews ‘Gildersleeve’ 


Kraft Foods Company, through 


'| Needham, Louis & Brorby, Chi- 


cago, has renewed “The Great 
Gildersleeve” program on the full 
NBC network, effective Sept. 11, 
for 52 weeks. Formerly heard on 
Sundays at 5:30 p.m., CDT, and 
off the air for the summer, it will 
be broadcast Sundays from 7:30 
to 8 p.m., CDT, with a repeat 
broadcast at 10:30-11 p.m. for 
western states. 


tA 


,. without pains! 


Outdoors’ steadily climbing 


effective January, 1947 issue ._. 


circulation hits a new high 
. delivering an A.B.C. 


guarantee of 300,000 spending sportsmen to every Out- 
doors advertiser. This phenomenal 300% increase in 7 


years reflects the growing 
ment Outdoors is bringing 
new thousands in a rich, 
coast-to-coast sports- 
man’s market .~. . 
a market you 
can’t afford to 
overlook! 


enjoy- 
to 


Outdoors’ new page rate of $990 in 1947 offers you a 
greater sales potential at a Jower cost per thousand readers 


— only $3.30 to reach every 


1000 enthusiastic, free-spend- 


ing Outdoors sportsmen! Check the record: for expert 


editorial coverage . . 
for lower cost sales in 1947. 


. for responsive buying action... 


IT’S TIME TO ‘GO OUTDOORS! 


OUTDOORS MAGAZINE 


136 FEDERAL STREET 


BOSTON 10, MASS. 


Anhydrous Foods 
Debut Postponed 
Until Next Year 


New York, July 3.— Shortages 
of materials will postpone intro- 
duction of anhydrous foods to the 
consumer market this year, H. W. 
Roden, president of American 
Home Foods, Inc., has announced. 

Last November, American Home 
Foods reported plans to market 
the line of new food products— 
fruits and vegetables preserved by 
a new quick-drying process—for 
both the consumer and _ institu- 
tional trade “as early in 1946 as 
possible.” 

Mr. Roden said that one plant 
will be in operation before the 
end of the year, but until more are 
completed, distribution will be 
limited to hospitals, schools, res- 
taurants, hotels, and other mass- 
feeding institutions in certain 
areas. Distribution to these in- 
stitutions will probably be offered 
“sometime early in 1947,” he 
added. The first anhydration unit 
will be located in Wisconsin, with 
later installations in Idaho and 
California. 


Dried Quickly 


Clarence Birdseye, inventor of 
the anhydration process, describes 
products thus processed as being 
“in every way as acceptable as 
garden-fresh foods.” Key to the 
new method is the speed with 
which the water is extracted, for 
the Birdseye quick-drying process 
removes almost all moisture from 
the raw produce in about 90 min- 
utes, whereas ordinary drying 
processes require an average of 
18 hours. 

Anhydrous foods will be semi- 
perishable—they cannot be stored 
indefinitely under unfavorable 
conditions and temperatures. How- 
ever, they are stable for many 


AUTO LITE 


SPARK PLUGS - BATTERIES -IGRION SYSiEWS 


NIGHT VIEW—First user of diorama 

advertising in major airports is Electric 

Auto-Lite Co., Toledo. This is the way 

the company's installation at the Na- 

tional Airport, Washington, D. C., looks 
at night. 


months and can be stored under 
normal temperatures, without re- 
frigeration and without danger 
that they will freeze even in sub- 
zero temperatures. 

First of the vegetables to ap- 
pear on the market will probably 
be potatoes, onions, carrots, broc- 
coli, beans, green peas, beets and 
spinach. Plans also call for early 
introduction of apples, pears, and 
cranberries. 


United Shifts Wolfe 


Edgar B. Wolfe, vice-president 
of United Advertising Corporation, 
Newark, and general manager of 
the company’s home office, has 
been relieved of his latter duties 
to coordinate United’s develop- 
ment of outdoor advertising and 
activities of related companies. 
These include Lehigh Advertising 
Company, Allentown; American 
Outdoor Advertising Service, Long 
Branch, N. J.; Canterbury Realty 
Company and United’s branches 
in several states. 


Advertising Age, July 8, 1946 


Locker Users 
to Get Sweetose 


in Limited Lots 


Decatur, Ill., July 2.—To as- 
sure housewives who have freez- 
ing lockers of some supply of 
Sweetose corn syrup, the A. E. 
Staley Mfg. Company is sending 
limited quantities of the syrup to 
about 3,500 frozen food locker op- 
erators throughout tke country in 
quantities commensurate with the 
number of customers each one has. 

With the supplies, locker oper- 
ators are also receiving two fold- 
ers, One is to be handed locker 
users at the locker, and the other, 
a four-page folder, is to be sent 
by the locker operator to cus- 
temers. In the folders, directions 
for using Sweetose are given as 
well as recipes in which Sweetose 
can be used. Approximately 
enough Sweetose to allow sweet- 
ening for about one and one-half 
bushels of fruits is allowed each 
customer, according to the maker. 


Harman Names Chernow 


Harman Watch Company, New 
York, which recently appointed 
Lester Harrison, Inc. to handle 
advertising on women’s and men’s 
wrist and pocket watches has ap-- 
pointed the Chernow Company, 
New York, to direct paar, 
on costume watches. 


Cover Catholic. 
Schools, Churches, 
and Institutions 


Freese eeees 


35 W. WELLS ST., MILWAUKEE 3, 81s. 
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JAMESTOWN: an Sndustrial City. PLUS | 


PLUS — BIGGEST LITTLE THEATER MEMBERSHIP 


When more than 11% of the entire population 
of a city are Little Theater members it tells 
something good about the people. Jamestown’s 
Little Theater membership is the largest in 
the United States, regardless of the size of 


the city! 


Basically industrial, Jamestown’s cultural in- 
terests are wide. The Post-Journal serves the 
community intelligently, effectively, alertly. 


oe 
——- 


A re 


Sell Jamestown and the Chautauqua Region through 


POST-JOURNAL 


JAMESTOWN 
NEW YORK 
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KEE 3, W13. 


Yes, an improved GRIT... attuned to the times 
-.» + to modern postwar thinking... is now ready 
to help you sell the things you have to sell! 


Just look at these improvements: @ BIGGER BOYS AND GIRLS’ SECTION... 


‘with more and better comics, 


@ WIDER NEWS COVERAGE eee : and new features to augment 
National and International, with old favorites, 


more comprehensive news 
reviews. 


@ MORE SPORTS AND BETTER COVERAGE 
of up-to-the-minute athletic 


events to delight Small Town a 
@ ENLARGED SECTION FOR WOMEN AND menfolk. 3 ; ; 


TEEN-AGE GIRLS... 
more movies, beauty, patterns— 
more of GRIT’S famous recipes, 


@ NEW GIANT-SIZE STORY SECTION... 
A full, tabloid-size section pro- 


vides easier reading... and 
extra household helps, ‘‘Tricks more reading .... by the cream 


for Teens’, etc. of America’s Greatest Authors. 


Yes, this Greater GRIT, improved from cover to cover, 
has infinitely more reading appeal... will live longer... 
with these interest-provoking changes that make it.., 


Wore “Than Eur 


SMALL TOWN AMERICA'S GREATEST FAMILY WEEKLY 


GRIT PUBLISHING CO., WILLIAMSPORT 3,PA. 


a + ee ee ‘ 7 ee WITH MORE THAN $50,000 CIRCULATION - 


_ READY SOON! 
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18 
Ward Adds Duties 


' Joseph H. Ward, executive vice- 
president of Noma Electric Cor- 
poration, New York, has been as- 
signed new responsibilities as sales 
director and supervisory officer 
for all of Noma’s manufacturing 
and sales divisions and subsidiaries 
with the exception of those en- 
gaged in the household durable 
goods field and in automotive light- 


ing. 


On Advertising 
Immediately. 


Final closing, noon 
Thursday in Chicago, 
i X eleven days preced- 
mt} | ing date of issue. 


Advertising Age 


Stores Sponsor Discs ; 


Sonja Henie has completed a 
series of thirteen 15-minute tran- 
scriptions, which will be released 
in July through the sponsorship of 
women’s apparel stores throughout 
the country. The transcriptions, 
to be heard over about 300 sta- 
tions, will feature beauty, style 
and household suggestions and will 
plug the 1947 version of Miss 
Henie’s Hollywood Ice Revue. 
Mulcahy & Ginsberg, Hollywood, 
handles the publicity. 


WEBR to Operate in Sept. 


Station WKBR, Manchester, 
N. H., 1240 ke., 250 watts, will 
begin operation Sept. 1. It will be 
affiliated with WKXL, Concord, 
and national accounts will be sold 
on a combination basis. Both sta- 
tions are affiliated with the Yankee 
network. 


To Davis & Beaven 


Los Angeles Examiner has ap- 
pointed Davis & Beaven, Los An- 


geles, to handle its trade publica- 
tion advertising. 


7 at 


1,800 Join Sales 
Managers’ Guild, 
Exchange Views 


Executives 'Meet' 
Through Direct Mail 
in Bi-monthly Quizzes 


Chicago, July 2.—Stevens- 
Davis Company, a 42-year-old 
direct mail service organization, 
reports highly favorable results 
from its Sales Managers’ Guild, a 
bi-monthly mail-operated round- 
table discussion which it sponsors 
and underwrites. 

Started early this year as an 
institutional good will measure, 
the project now has nearly 1,800 
participating sales executives out 


nounced when the company began 
soliciting memberships late last 
year. " 

Membership in the Guild entails 
no obligation, financial or other- 
wise. However, it is by invitation 
only, according to Albert L. Block, 
director, who says this is neces- 
sary in order to maintain high 
caliber results and insure a mem- 
bership representative of all in- 
dustries. To date, about 230 have 
been refused membership. The 
Guild hopes to include 40 repre- 
sentatives in each of 50 different 
lines of business, and is well on 
the way to achieving this aim. 


Acts as Clearing House 


In function, the Guild acts as a 
clearing house for the exchange of 
managerial information between 
sales executives. Reports based 
on questions submitted by its 
members are mailed bi-monthly to 
all participants. These reports 
consist of answers given by fellow 
members in response to a selected 


of a projected goal of 2,000 an- 


question, thus providing a continu- 


FIVE LOCALLY-EDITED 


Sunday Magazines 


GIVE YOU THE 


Locat Jouch 


ee + AN INDISPENSABLE INGREDIENT 


FOR HIGH READER INTEREST 


To the right is an example of what we mean 
by THE LOCAL TOUCH. Every Sunday in the 
year the Sunday Magazines of The Times Pica- 
New Orleans States, 
Columbus Dispatch, Louisville Courier-Journal 
and Nashville-Tennessean are tailored to meas- 
ure for the people who read them, 


yune 


@ Here are media with all the proved ad- 
vantages of local news and local pictures 
PLUS the facilities of attention-compelling 


Atlanta Journal, 


color gravure. Result: a phenomenal reader- 
ship of five times the circulation and a media 
buy that’s hard to beat. 


These five locally-edited Sunday Magazines 
are now available in any combination or as a 
complete, convenient package with one order 


—one piece of copy. 


the Space Buyer's note book: 1,000-line’ 
size—monotone, duotone or full color— 
y them individually or as a pa 


Just contact anyone at Jann & Kelley, O’Mara 
& Ormsbee, The Branham Co., Sawyer- 
Ferguson- Walker Co. or write Standard Gravure 
Corporation, Louisville 2, Kentucky. . 


yomen, is New 7. besttoved te trong Trey 
survived be May marks the pi) Eaabeth coer sae. WAMed 10 40 somal 
= ich she firs! wrote for Tap of hee Ahad been written nt S¥*ything tha 
ahewer t the ings, 2A: jutin, pon 
siaatad  Righ-talutin, 
Ueta have escheat tle. Sten . eet ereacd 
sow nai 3*t artten whe con wen, ** ie} hen my hand: thet afl of my fy in me. So 1 kissed the sentimental 
Ss Ba kieran ae Se eno aes 
tow en ee Pleayune and whe wn” 2¥%d The Dusting them ot Mattering them, tan 
Now to dilene *  PWSEPET woman wie tm Sreatest and using the iwt*4 Of Jollying thee 
an arguing hustana fad given mea chance gaat £72 lived, stead of tose *eTMACUAE in writing 
of Wiad interest nana a iTieMened blue, but Mer bun.” for Lux Coturan came inte enna Oe 
trem te ‘ise and understanciag et Rind and cought conn "M8 stl pune ont 
te rang and sulferings, and atter a hat PHY on my Naturally in the 
read what he didn’t wat inte cort'cing me thar SUFY there soe ant SUFRE Of halt » cen | 
Lovelorn Coh Scared 10 death, 15, rt, WO had been ME ack over na”? changes, 
be called the **Plaining to my. "w"cheon, he began Utle Dorcune aint, °° Ye0re since pat 
Batting them (2 me my duties. Dorothy made her poor 
Sexes was 0 collect yi One of advent into unig 
hope that some. Prhich 1 later did with goon pariatiation, 
to their rig. | WORE with che fervor thas 
paper GOL 008 more dean ae git, SIVA 
Scene bee 
we ewth, f * Si 8 colnet enemnenes 
vom 
ben 
were 


Hi 
ut 
in 


sf 


Locally-Edited 


Sunday Magazines 


IN FIVE MAJOR MARKETS WITH OVER 


1,100,000 core comes weexcy 


TIMES-PFiC 


ene 


AYUNE 
NEW ORLEARS 


se oi Be 
VER ai 


STATES. 


Advertising Age, July 8, 1946 


ous interchange of opinions, meth- 

ods, experiences and sales strat- 

egies. All reports are numbered 

and handsomely printed on 8% x 

11 four-page pamphlets suitable 

for cumulative filing. 

Question No. 4, for example, 

submitted by R. J. Thompson, gen- 

eral sales manager; Ampco Metals, 

Milwaukee, asks, “Intensive, per- 

suasive and creative selling was 

all but forgotten during the war 

years. (a) Can salesmen who ‘lost 
the selling touch’ during those 
years be retrained for competitive 
selling, or (b) is it better to re- 
place them?” Almost 60 replies 
are listed by representatives in all 
fields of business, along with a 
summary of essential points made 
by the replying correspondents. 
Poll results are also listed by per- 
centages, both as to affirmative 
and negative and the percentage. 
of answers based on knowledge,-. 
experience or opinion. 


To Offer Sales Training 


Question forms are mailed 
twice a month. These contain a 
selected question, space for reply, 
and an additional space for a ques- 
tion to be asked. 

Stevens-Davis Company’s busi- 
ness is divided in three phases. 
One phase supplies direct mail 
training and instruction for em- — 
ployes in industry, another offers 
“human relations” training for 
employes in stores, banks, hotels, 
restaurants and similar organiza- 
tions, and a third, to be inaugu- 
rated next year, will offer sales 
training, by direct mail, for sales- 
men, The service was begun about 
30 years ago. Prior to that, the 
company had been a direct mail 
advertising agency. 


Ziv Appoints Two 

Howard A, Otte, formerly Chi- 
cago representative of American 
Institute of Food Products, New 
York, has joined the Chicago office 
of Frederic W. Ziv Company as 
account executive. O. R. “Jim” 
Bellamy, recently released from 
the Marine Corps and before that 
account executive of Stations 
WLW and WSAI, Cincinnati, has 
joined Ziv’s Cincinnati office as 
account executive. 


Bozell Adds Unit 


Bozell & Jacobs has opened an 
office in Los Angeles, with Joe 
Jacobs, formerly with General 
Outdoor in Omaha, as manager. 
The agency now has offices, in 
addition to the new one, in Omaha, 
Chicago, Indianapolis, Dallas, 
Houston, Shreveport and Seattle. 


Print it in 
the West | 
\ FOR WESTERN 


DISTRIBUTION: 


ie 


%& Los Angeles 


* 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
om request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 
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Liquor Labeling 
Controls Adopted 
in Connecticut 


HARTFORD — The Connecticut 
State Liquor Control Commission, 
“in an effort to familiarize the 
public with the many new brands 
of liquors,” has adopted rules pro- 
viding for rigid state control over 
labeling of alcoholic beverages 
sold in the state. 

Largely adopted to permit more 
detailed definition of Scotch-type 
liquors, the regulation provides 
that “Scotch type whisky” labels 
will be approved only when the 
word “Type” on the label will be 
equal in size to the word “Scotch.” 
The. ruling also provides that 
wherever the word “liqueur” is 
used, the labeling also declare that 
the beverage is “Not a Whisky,” 
and that rye, corn and bourbon 
“liqueurs” must be defined fur- 
ther as whiskies. 

Agency executives here assert 
that the ruling might serve as a 


his man, and 
59,000 other Super 
Service Station maga- 
zine readers have 
over 70 million sales 
contacts with car 
owners each month. 
No other group of 
automotive retailers 
comes anywhere near 
matching this number 
of sales opportunities 
for any product that’s 
sold to car owners or 
used in servicing 
cars and trucks. 


The Irving-Cloud Publishing Co. 


435 North Michigan Avenue, Chicago 11 
Also publishers of JOBBER TOPICS 


precedent for later restricting on 
labeling of meats, dairy products 
and other foods or goods. Russell 
L. Patterson, chairman of the com- 
mission, declared that the ruling 
has become necessary because of 
the liquor shortage and introduc- 
tion of new brands. The regula- 
tion applies to wholesalers and 
distributors of liquors. 


Manages Station WORD 


Francis M. Fitzgerald, recently 
released from the Navy and before 


that sales promotion manager of 
Station WSOC, Charlotte, and pro- 
gram director of Station WCSC, 
Charleston, has. been appointed 
manager of Station WORD, Spart- 
anburg, S. C., succeeding Frank R. 
Knutti. 


Penn York Buys Signs 


Penn York Advertising, Inc., 
York, Pa., has purchased all of 
the painted bulletins and painted 
wall displays formerly owned and 
operated by the Keystone Sign 
Company, York. 


Schoenfeld Quits ABC 


Merritt R. Schoenfeld, a sales 
executive of the American Broad- 
casting Company since 1942, has 
resigned. He will announce his 
plans on return to New York from 
a vacation. 


Ciner Appoints Waters 
Ciner Mfg. Company, New York, 
has scheduled its first national ad- 
vertising program through Nor- 
man D. Waters & Associates, New 
York, for its line of costume 


19 


jewelry. Insertions in Glamour, 
Harper’s Bazaar, Town & Country, 
and Vogue will run throughout the 
fall and winter. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT” SIGN co. 


Division 
Artkraft* Manvfacty Corporation 
900 Kibby St., tere, Site U.S.A. 


STeadomerts Reg. U.S. Per OF. 


Reprint of an advertisement which will appear in the July, 1946 issues of: The National Lithographer « 
Modern Lithography ¢ 
New England Printer & Publisher ¢ 


© Inland Printer 


American Printer ¢ 


The 
SPRINGHILL TRIO 
sounds the right note 
In paperboard printing 


Advertising & Selling « 


J 


It’s easy to understand why printers 


show such marked enthusiasm for 


the SPRINGHILL Trio— White Tag, Manila 
Tag and White Index Bristol. 


Made from 100% virgin bleached 


sulphate pulp, these paperboards offer 


brilliant appearance and unusual 


strength together with excellent 


pressroom performance—either in 


letterpress or offset printing. 


and similar uses. 


Purchasing «© 


Advertising Age 


"INTERNATIONAL 
PES 


Reporter of Direct Mail Advertising ¢ 
Printers’ Ink 


These advantages, plus excellent folding 
qualities, have won for the SPRINGHILL 
Trio national acceptance for index 
cards, postcards, die cuts, tickets and 
menus, job tickets, hospital cards 


We wish we had sufficient stocks to sup- 
ply all those who find the SPRINGHILL 
Group of papers best for their heavy- 
duty needs. We are using all our 
operating facilities as the world’s largest 
maker of papers in our efforts to 
increase available quantities and to 
meet current demand. 

International Paper Company, 

220 East 42nd St., New York 17, N.Y. 


Printing 
© Paper & Paper Products 
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Proctor Electric 
Expands Tests of 
Public's Demand 


PHILADELPHIA — Proctor Electric 
Company has added Washington 
and Baltimore to the list of test 
cities in which it will measure 
consumer demand for appliances, 
and the studies are to be repeated 
later in key cities throughout the 
country. 

“In Philadelphia, first city to 
witness the test, leading downtown 
retailers advertised Proctor elec- 
tric irons simultaneously and 
backed up the copy with fair-size 
quantities of merchandise. The 
cooperating stores sold out all 


Forecasting Sales @ Market Research 
Graphic Presentation 


CHART-FACTS wre 


NYC 7 

WH 4-7050 

Illustrated Brochure “H” on Request 
Out of town inquiries invited 


Proctor irons within an hour after 
they opened, but irons of lesser 
known or unknown makes re- 
mained on the shelves and were 
often refused when offered as sub- 
stitutes. 

Similar results are anticipated 
in other cities, according to Os- 
wald MacCarthy, eastern sales 
manager, but Proctor nevertheless 
intends to keep on measuring con- 
sumer demand. The sales chief 
expects a changeover from a sell- 
ers’ to a buyers’ market before the 
year is over, and has warned re- 
tailers to expect that many “war 
babies” among irons and other 
electrical appliances will soon be 
in the “distressed merchandise 
category.” 


Casco Uses Magazines 


Casco Products Corporation, 
Bridgeport, Conn., will introduce 
a “30 control” electric heating pad 
in a campaign starting late this 
month in Good Housekeeping, Life, 
The Saturday Evening Post and 
Woman’s Home Companion. Grey 
Advertising Agency, New York, 
is in charge. 


Radio Critic 
‘Changes Shoe’ 


The shoe is on the other foot 
now for Lou Frankel, who, as 
radio editor of Billboard for several 
years, was one of radio’s severest 
friendly critics and an exponent 
of radio in the public interest. Mr. 
Frankel has joined the staff of 
WHCU, the Cornell University sta- 
tion in Ithaca, N. Y., as “continu- 
ity director” in charge of all com- 
mercial copy. 

He said he accepted the job be- 
cause “for years WHCU caught 
the Billboard’s attention as one of 
those refreshing radio operations 
where commercialism and public 
service strike what may prove— 
for radio, the public, and the FCC 
—the happy balance in the inter- 
est of both the people and the 
profits.” 


To Kuttner & Kuttner 


Annie Laurie Originals, Minne- 
apolis, manufacturer of dresses 
for juniors and misses, has placed 
its advertising with Kuttner & 
Kuttner, Chicago. Fashion maga- 
zines, newspapers and_ business 


papers will be used. 
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Look at these facts regarding 
Capper’s Weekly! 


@ In 1945, we received a total of 482,416 


@ Dress and 


@ More than 20,000 
and Food Service. 


letters from members of our more than 
373,000 subscriber families. 


@ An Increase of 33,481 over 1944. 


Needlework Pattern 


Sales totaled 409,731. 


@ In addition .. . 72,685 requests for 
Services and Information offered. 


requests for Recipes 


Tie your advertising to this phenomenal 
reader response of Capper’s Weekly! 


& 


“CAPPER’S WEEKLY STATES” 


MORE THAN 


373,000 Circulation 


Of The Rural Mi 


"iesxa KANSAS 


$1.25 PER LINE 
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DOES IT PAY TO ADVERTISE? 
Here ore the sales indices on four Matchless Brond items. 


The two items showing on upward curve were odvertised; 
the two items going down were not advertised. 


1944 


Srapetrait Juice — hot Ad BS 


1941=100 
IT PAYS—The Bureau of Advertising 
depicts what happened to four prod- 
ucts of a Boston wholesale grocer, with 
and without advertising support. All 
four were reported in good supply, so 
shortages were not a factor. 


Hoke Organizes 
Graphic Books 


NEw YorK—A new publishing 
house, Graphic Books, Inc., has 
been formed at 17 E. 42nd St. to 
specialize in books pertaining to 
advertising and the graphic arts. 

Henry Hoke, author of “Black 
Mail” (published in 1944) and 
“It’s a Secret” (published in Janu- 
ary of this year) and editor and 
publisher of The Reporter of Di- 
rect Mail Advertising, will be 
president; Paul H. Bolton of 
Washington, vice-president; Henry 
Hoke Jr., secretary; and Kathleen 
Creaglow, treasurer. Regular dis- 
tribution channels will be utilized. 

The first two books will be 
“Getting the Right Start in Direct 
Advertising,” by Harrie A. Bell, 
and a new book by Mr. Hoke, 
dealing with the direct mail ad- 
vertising business. Publication 
dates will be announced soon. 


Miss Klein Joins Ambro 
Dorothy Klein, a member of the 
faculty of the School of Journalism 
at the University of Iowa, has 
joined the staff of Ambro Adver- 
tising Agency, Cedar Rapids. 


Ward-Griffith Named 


The Times-Herald, Port Huron, 
Mich., has appointed Ward-Grif- 
fith Company, New York, as na- 
tional advertising representative, 
effective July 1. 
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Small, Consistent 
Space Pays Off 
for Boston Canner. 


New York —Consistent use of 
small space newspaper advertising 
hypoed Webster- Thomas Com- 
pany’s sales of orange juice 239%, 
and its tomato juice 153%, the Bu- 
reau of Advertising, American 
Newspaper Publishers Association, 
says. 

The Boston wholesale grocer 
switched to a cartoon panel tech- 
nique, using a copy theme of 
“Truth is Stranger than Fiction,” 
and picked two of its 200 food 
items which were in plentiful sup- 
ply for promotion in the latter 
part of 1944 and _ continuing 
through 1945. 

The campaign, which consisted 
of weekly or semi-weekly 200-line 
insertions in 19 New England 
newspapers, boosted the sales of 
orange and tomato juice enough 
so that within a few weeks of its 
inception, it was necessary to 
switch insertions to coffee and tea, 
temporarily, although juices had 
been specifically selected because 
of a plentiful supply. 

ANPA’s folder points out that 
the sales registered by the Match- 
less brands were in direct com- 
petition, that scarcity was not a 
factor, and that no special deals 
or incentives were employed. 

During the same period, the 
company’s grapefruit juice and 
orange - grapefruit juice were not 
advertised. Grapefruit juice sales 
fell 44%, and orange - grapefruit 
juice sales fell 18%. Chambers & 
Wiswell, Boston agency, handles 
the account. 


Botany to Distribute 
All Products Direct 


Botany Worsted Mills, Passaic, 
N. J., will assume control and di- 
rection of the sale of all its prod- 
ucts, which for 14 years have been 


distributed by Lewis Steigeer 
Company, New York, effective 
Oct. 1. Frank L. Foreman will 


become general sales manager of 
all Botany lines. 

Botany’s advertising agency set- 
up will remain unchanged. Al- 
fred J. Silberstein-Bert Gold- 
smith, Inc., New York, handles 
all products except women’s coat- 
ings, which are handled by Ster- 
ling Advertising Agency, New 
York. Export advertising is 
handled by Gotham Advertising 
Company, New York. 


ARE COVER GIRLS 


copied girls. 


AMERICA'S BEST DRESSED GIRLS 


® The best looking, most attractive girls from 
almost every city and small town in America are 
today’s New York models. 
them are New York girls. 


* In their social life, they set the fashions, just as 
they do in their pictures, and just as they did in — 
their own home town, where they were the most 


® COVER GIRLS are beautiful, COVER GIRLS 
have good figures, COVER GIRLS know how to 
wear clothes well; and above all they are masters 


of the art of make-up. They have to be, or they 
couldn’t be COVER GIRLS. 


* COVER GIRLS earn more money than most 
girls, but it is their “know how,” good taste, good 
figures, and good posture that make them the best 
dressed girls in America. 


Only five percent of 


Cover Girls are the most 
copied girls in America 


V. H. Howranp, Editor 
COVER GIRL MAGAZINE 
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Sales, Service 
Key New Series 
for Chevrolet 


DeETROIT—Both new car sales 
and dealer service are being 
stressed in an aggressive campaign 
launched by Chevrolet Motor Di- 
vision to assure the success of a 
future sales drive and at the same 
time support the activities of 
nearly 8,000 dealers who are spe- 
cializing in maintenance programs. 

The campaign, placed through 
Campbell-Ewald Company, em- 
braces national magazines, news- 
papers, farm publications, business 
papers, outdoor and even televi- 
sion. 

The video program included a 
series of four shows over a three- 
station American Broadcasting 
Company network and Chevrolet, 
the first automotive manufacturer 
to use live talent on such a series, 
now is studying the worth of the 
medium, 

The newspaper series, using 
4,200 papers in 4,000 cities, urges 
Chevrolet service “to keep your 
car alive.” Individual ads range 
from 40 to 65 inches and all are 
based on the theme of maintaining 
existing vehicles until new car 
deliveries increase. 


‘Big-Car Quality’ 


The general magazine ads, first 
of which appeared early in June, 
feature the new Chevrolet cars 
and trucks in four-color bleed 
spreads. Each emphasizes. the 
slogan, “Big-Car Quality at Low- 
est Cost.” In addition to Collier’s, 
Life, Look, Newsweek, The Satur- 
day Evening Post and Time, Chev- 
rolet is using Good Housekeeping 
and Ladies’ Home Journal for a 
series of four-color bleed ads with 
a special appeal to women. 

Three truck ads and two car 
ads are scheduled to appear in 
10 national farm publications, and 
four ads will be run in each of 
32 state farm journals. In addi- 
tion, truck copy is to appear in 
Nation’s Business, SEP and Time, 
and in 60 vocational publications. 
A six-months’ showing is planned 
on outdoor boards, two for trucks 
and four for passenger cars, and 
Chevrolet plans to resume soon its 
“clock-bulletin” outdoor display, 
adding a thermometer to heighten 
interest. 

In business papers, Chevrolet 
is explaining the benefits of its 
car distribution plan to dealers, 
based on their 1941 model sales. 
The plan is to remain in effect 
until Oct. 31, 1947, and is designed 
to provide “fair and impartial 
treatment to all.” Chevrolet be- 
lieves it is the best plan possible 
“because it will result in the most 
accurately proportionate and 
speedy distribution of new cars to 
Chevrolet dealers and, through 
them, to the public.” 


Gulf Official Retires 


W. V. Hartman has retired as 
vice-president in charge of sales 
and as a member of the board of 
Gulf Oil Corporation and Gulf 
Refining Company, Pittsburgh. 
He is succeeded by Clement M. 
Gile, who joined Gulf in 1926. 


Complete plants in TORONTO - MONTREAL - WINNIPEG 


Grauman Joins Gordon; 
Agency Adds Accounts 


H. Richard Grauman, formerly 
advertising manager of American 
Photocopy Equipment Company, 
Chicago, has been named copy and 
merchandising executive of Phil 
Gordon Agency, Chicago. 

New business for the Gordon 
agency includes the accounts of 
Rennel Company, Chicago, manu- 


manufacturer of greeting cards, 
using national magazines, news- 
papers and direct mail. 


Five Sponsors Renew 


NBC has announced renewal of 
five sponsored shows, all nighttime 
features, for 52 weeks. P&G has 
renewed “Life of Riley” for Teel, 
effective July 6, through Biow 
Company; “Truth or Conse- 
quences,” for Duz, effective July 


eaten, Farrell, Chelsey & Clif- 
ord. 

General Foods has renewed 
“Maxwell House Coffee Time” 
through Benton & Bowles, effec- 
tive July 4, and Bristol-Myers has 
renewed “Duffy’s Tavern,” through 
Young & Rubicam, effective 
Sept. 13. 


Kessoy Appoints Seidel 


I. Kessoy, New York, diamond 


Jewelry trade publications and 
other media will be used in a 
selling and institutional campaign 
for the remainder of 1946, and for 
the first six months of 1947. 


Conner Joins Tide Water 
Bob Conner, recently released 
from the armed forces and before 
that on the news staff of the Daily 
Californian, Salinas, has joined the 
advertising department of the 


facturer of a weight reducing con- 


and Process Corporation, Chicago 


6, through Compton Advertising, 
centrate, using Illinois newspapers,|} and ‘“Drene Show” for Drene 
shampoo, effective July 4, through 


jewelers’ supplier, has appointed| western division of Tide Water 
Seidel Advertising Agency, New/ Associated Oil Company, 


York, to handle its account.| Francisco. 


W THEN CIO's topman, Philip Murray, was 
in Detroit this Spring, he was scheduled 


for a meeting with the newshawks at Detroit's 
Fort Shelby Hotel. The writers assembled, sat, 


waited. Arriving hurriedly, Mr. Murray peered at | 


the gathering carefully and then announced firmly: 
“Well boys, we just can’t start this meeting 
until Art O’Shea of The Free Press gets here.” 


This quality of being wanted, as well as being 
on the job wherever and whenever labor takes 
the news-spot is a most valued characteristic of 
Mr. O’Shea. Knowing labor’s objectives, policies 
and the key men who shape them gives him an 
“edge” on labor news and the “color” that dis- 


tinguishes his copy. 


Labor is a most important factor in Detroit’s 


*ART O’SHEA 
Labor Editor 


life. The fact that 1,250,000 people are working 
in this area is bound}|to make that so. People 
working, however, never seem to be news. 
When they don’t work, then apparently they 
move into the spotlight. But Art O’Shea under- 
stands Detroit’s workers, busy or idle and writes 


about them factually, without bias, honestly. 


It is the fine work of Art O’Shea and his 
associates on the editorial staff of The Free Press 
that help to make this newspaper best-read, best- 


liked, most-wanted in this area. 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 


FOR OVER 
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How Eye Travels 
Over Display Told 
to Visual Council 


New YorK—People’s eye move- 
ments show consistent patterns in 
roaming over a field of vision, Dr. 
Herman F. Brandt, professor of 
applied psychology and director of 
the visual research laboratories of 
Drake University told the Second 


CLosinG DATE 


On Advertising 
Immediately. 


Final closing, noon 
Thursday in Chicago, 
eleven days preced- 
ing date of issue. 


Annual Visual Merchandising 
Council last week. 

The left hand side of the field 
is favored by 65.89%, Dr. Brandt 
said, while 61.23% prefer the top 
half of a page to the bottom. His 
conclusions are based on ten years 
of study using the Brandt bidi- 
mensional camera on subjects 
looking at advertisements. He has 
also concealed his camera behind 
two-way mirrors and photo- 
graphed eye movements of shop- 
pers at store counters. 

The council, which is sponsored 
by the National Association of Dis- 
play Industries, saw demonstra- 
tions proving that the greatest 
number of lookers first fix their 
eyes on a field, a little to the left 
and above the center. The next 
basic eye movement continues 
horizontally across the top until it 
reaches the right hand side of the 
field, then proceeds clockwise until 
it reaches the starting point. 


Pattern Is Fixed 


Eye movements follow a pattern 
of sharp fixations that jump over 
a field with a staccato tempo, Dr. 


Brandt said. He stressed that re- 
gardless of the speed of the move- 
ments the basic pattern remained 
the same. Even though extreme 
contrasts in an ad may eventually 
pull the eye away from the first 
point of ocular preference to the 
point of extreme contrast, Dr. 
Brandt said that the necessity of 
speed in conveying a message 
made it advisable for advertising 
to follow these “laws of seeing.” 

A. C. Thompson, vice-president 
of the Associated Merchandising 
Corporation, urged cooperative na- 
tional research in the observation 
and recording of store traffic. 
Purely localized studies will retard 
the objective, he said. 


Names Street & Finney 


Nicholas (Overseas) Marketing 
Company Pty. Ltd. of Australia, 
maker of Aspro, proprietary medi- 
cine, has appointed Street & Fin- 
ney, New York, to handle its ad- 
vertising in the U. S. market. 
Newspaper and radio tests in 
selected markets are to be fol- 
lowed by a national advertising 
campaign. 


ee 


faded 


Boston Agency 


Pigeonholes Old 
Research Methods 


Boston — While other agency 
men here unresourcefully have 
waited for atomic research to help 
them conduct their surveys, 
George C. Wiswell, secretary of 
Chambers & Wiswell, has stolen a 
march on other researchers in a 
business survey completed in two 
hours flat. 

Mr. Wiswell’s “adverculture” 
survey not only showed how pro- 
duction fares in this area, but 
proved, once and for all, that pi- 
geons can fly 60 miles per hour. 
Adverculture, too new a word for 
the latest dictionaries, is said by 
C&W to mean the technique of 
polling advertisers by pigeon. 

The agency had Western Union 
messengers deliver crated pigeons 
outfitted with questionnaires to 
100 manufacturers within 90 miles 
of Boston early on June 27. With- 
in two hours, the pigeons had re- 
turned to their home loft bearing 
the message that New England in- 
dustry will reach full production 
by November and such additional 
jottings as “very clever’ and 
“smart promotional stunt.” 

The agency revealed that the 
pigeons used, all hired, were “well 
behaved, in contrast to the Boston 
common variety of pigeon, and no 
accidents were reported.” 


Join Dixie Advertisers 


H. B. Titcomb, formerly man- 
ager of department store promo- 
tion of Lever Brothers Company, 
Boston, for the past 10 years, has 
been appointed director of textile 
and style division of Dixie Adver- 
tisers, Jackson, Miss. William L. 
Cooper, previously promotion 
manager of the Clarion-Ledger 
News, Jackson, Miss., has been 
named production manager. 


Advertising Age, July 8, 1946 


SURVEY—E. M. Farnsworth, president, 
Boston Consolidated Gas Co., returns 
his questionnaire in first carrier pigeon 
survey conducted by Chambers & Wis- 
well, Boston agency. Despite the meat 
shortage, no birds were lost. 


Sponsors Shooting Meet 


Sports Afield, Minneapolis, is 
sponsoring a $1,000 award for the 
ex-serviceman champion at the 
Grand American trapshooting 
tourney to be held in Vandalia, O., 
beginning Aug. 19. The state vet- 
eran champion will be given a 
trophy and the veteran scoring 
the highest in the Grand Ameri- 
can Preliminary Handicap race 
will receive the $1,000 award and 
a trophy. 


Oram Named V.P. 


John C. Oram, formerly with 
Russell W. Allen, Inc., has joined 
Associated Merchandising Corpo- 
ration, New York, as vice-presi- 
dent in charge of research, man- 
agement and operations, succeed- 
ing Alfred C. Thompson, who has 
resigned. 


a v 
Joins ‘World Report’ 

Abril Lamarque, who has been 
art director of the New York 
Times Magazine for the past five 
years, has been appointed art di- 
rector of World Report, published 
by United States News Publish- 
ing Corporation, New York. 
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PHILADELPHIA 


The manufacturer who seeks new markets to conquer can 
find them overseas. There are modern cities — counter- 
parts of Hartford, Pittsburgh, Chillicothe or San Francisco 
— in Brazil, Mexico, Egypt, New Zealand, no less than 
in Europe. 

The rapid growth of industry in Latin America and such 
countries as South Africa, Australia and India, creates a 
new demand for our industrial machinery, tools and 
equipment, as well as for our finished goods. This indus- 
trialization is creating new wealth, raising living stand- 
ards, building still wider demand for finished goods. 

These and many another country throughout the world 
constitute important markets for American goods — mar- 
kets currently holding the funds with which to buy! 

Experienced American manufacturers already know 
that foreign markets are not only profitable in themselves 
—and doubly valuable as counterbalances — but rela- 
tively easy to enter. The present economic situation in 


many countries is particularly favorable for the manufac- 
turer who decides to enter now. 

For 68 years, American Exporter has been published 
for the assistance of American firms seeking to sell 
abroad. Johnston Export Publishing Company is engaged 
exclusively in export publishing. Because of highly se- 
lective circulation methods, based on long-established, 
first-hand acquaintance with all foreign markets, the 
firm is able to offer to advertisers a practical and com- 
prehensive foreign trade service. This covers: trade 
reports — merchandising council — recommendation of 
suitable distributors — verified prospect lists for circu- 
larizing — a constant flow of sales tips and suggestions 
+ translations of correspondence and sales literature — 
preparation of copy. 

We invite the opportunity to give you the full details 
on American Exporter and American Exporter-Industrial 
and the various features of our foreign trade service. 


AMERICAN EXPORTER 


ESTABLISHED 1877 


ano AMERICAN EXPORTER-INDUSTRIAL 


Johnston Export Publishing Company 


386 Fourth Avenue 


CLEVELAND CHICAGO 


ST. LOUIS 


New York 16 N. Y. 
SAN FRANCISCO 


LOS ANGELES 
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St. Paul Covers Half 
the 9th Largest Market! 


© St. Paul as a market... like this bag on any 
golf course . . . is big enough to attract and de- 
serve | of attention. And it's full of pars, 
birdies and eagles for the advertiser playing 
the game here with sales messages. 


Nearly 800,000 population with more than 
$1,000,000,000 effective annual buying income: 
makes St. Paul-Minneapolis the 9th largest mar- 
ket in the United States.* 


The St. Paul half is covered only by the 
St. Paul Dispatch-Pioneer Press with 163,387 
combined city zone circulation. No other daily 
newspaper has even as much as 10%, coverage 
of St. Paul families. 


*From US 1940: Census 


ST. PAUL DISPATCH- PIONEER PRESS 


SACHA PAUL, MINNESOTA < 


RIDDER-JOHNS, INC.—Notional Representatives 


NEW YORK CHICAGO _ DETROIT ST. PAUL 
342 Madison Ave. Wrialey Bidq. ‘Penobscot, Bldg. Dispatch Bidgq. 
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UNDER THE SIGN oF THE TWINS 


The basic publishing formula of WORLD REPORT is a counterpart of 


the formula which has carried its companion publication, The United States 
News, to its present position of authority among the leaders of thought in 
America. This formula, originated 13 years ago, is based on printing news 
of outstanding importance in 3 dimensions — 


WHAT HAS HAPPENED / 


This basic publishing concept is known as 
SPOT ANALYSIS 


The need for spot analyzing the news of 
national affairs is being felt by more and 
more people as each year rolls by. In 1933 
the circulation of The United States News 
was 7,000. Today it is 250,000, with well 
over 1,000,000 readers— most of them 
cover-to-coverites. 


ANOTHER NEED 


Today the need for a similar service spot 
analyzing the internationa! news is urgently 
apparent. The tens of thousands of subscrip- 
tions received after the first 3 issues of 
WORLD REPORT and the several thou- 
sand fully paid subscriptions received im- 
mediately after the issuance of the initial 
prospectus, point the urgency of today’s need 
for reliable information on the complex and 
mixed up affairs of the world. 


AN “ADULT INFANT” - 


WORLD REPORT is a new magazine in 
form but a magazine whose publishers are old 
in experience, well versed in the highly spe- 
cialized work of spot analyzing news with 
speed, accuracy and authority. The experience 


WHAT Is HAPPENING ? 


WHAT IS LIKELY 7'O HAPPEN? 


gained in 13 years of spot analyzing domestic 
national news is being applied, without devia- 
tion, to spot analyzing the vitally important 
news of world affairs. An infant of a few 
weeks — with the wisdom of a thirteen-year 
background. 


SIDELIGHT 


An interesting sidelight — unimportant in it- 
self but perhaps just a little significant — is 
the widespread use of tinted pages written 
with telegraphic brevity — an idea originated 
in January 1940 among magazines, by the 


United States News Publishing Corporation. 


This popular editorial technique, or its equiv- 
alent is now found within the covers of the 
Atlantic Monthly, McCall’s, Newsweek, Na- 
tion’s Business, Business Week, Tide, Path- 
finder and, of course. WORLD REPORT. 


Just another case of filling a need — supply- 


ing a demand. 


TWINS 


Advertisers whose most important need is to 
have their advertising read by important peo- 
ple will do well to fix firmly in their minds 
that WORLD REPORT and The United 


States News are very much like a pair of 


twins. They resemble each other closely in 
appearance; they are dressed in a similar pat- 
tern and style; they use the same makeup; 
they think alike, their behavior and characters 
reflect a common parentage and upbringing. 
But there the similarity ends. For, like twins 
they have totally different insides; each 
thinks with its own individual mind; each 
speaks with its own tongue. 


ee QUOTED IF 


WORLD REPORT is being widely quoted 
in the news and editorial columns of the lead- 
ing newspapers of the country; it is quoted 
and referred to on the radio by news com- 
mentators; it is already established as an im- 
partial and factual authority on the important 
things that are going on all over the world. 
It is spot analyzing the news of international 
affairs — without fear or favor. 


A LETTER 


This letter, from a prominent advertising 
man, is typical of the thousands of comments 
coming in by mail, by telegraph and over the 
telephone — 


“The scope of factual material offered by 
WORLD REPORT for improving one’s 
own conclusions and opinions unwarped 
by world pressure groups is priceless.” 


ON THE FIRE 


Critical comments such as the above are being 
assembled. They will be printed for early dis- 


-tribution among the men and women who are 


deeply and forever concerned with the evalu- 
ation of advertising media. 


WORLD REPORT 


THE ONLY WEEKLY NEWSMAGAZINE REPORTING, INTERPRETING AND FORECASTING THE NEWS OF WORLD AFFAIRS 


published by 


UNITED STATES NEWS PUBLISHING CORPORATION 


DANIEL W. ASHLEY 


VICE PRESIDENT IN CHARGE OF ADVERTISING 
30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y 


a - WORLD REPORT — ‘the No. 1 advertising medium to reach world-minded people 
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it! 


You bet we do! 


_ The greatest aggregation of star writers and artists securable in any 


Sunday publication—no carry-over of stories, every article complete. 


With a restricted ad content we can’t miss interest in the advertisements. 


Our interest works out like this— 


WOMEN: 


80,000 coupons at 15¢ piled up on a Hollywood 
dog picture offer—that compared with 100,000 
for all other magazines used for the offer. 


Over 20,000 copies of a book on slenderizing — 
bought by us at $2.00 through a coupon offer in 
Pictorial Review. 


IN 6,000,000 HOMES 
FROM COAST TO COAST 


MEN: 


12,000 quarters for reproductions of a glamour- 
gal drawing—against 18,000 quarters produced 
by all other magazines on the list combined. 


$30,000 invested by us in the “Home Mechanic’s 
Handbook” as offered in Pictorial Review at 
$5.95 a copy. 


covering 6 million families in 10 major markets through the Sunday Issues of 


New York Journal American 
Baltimore American 
Pittsburgh Sun-Telegraph 


Detroit Times 


Chicago Herald-American 


*Milwaukee Sentinel 
Boston Advertiser 
Los Angeles Examiner 
San Francisco Examiner 
Seattle Post-Intelligencer 


(*Milwaukee Sentinel represented individually by Paul Block & Associates) 


Represented Nationally by HEARST ADVERTISING SERVICE 
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Craig-Martin Only 
Tooth Paste OK'd 
by Dental Council 


Cxutcaco—As matters stand now, 
it appears that the American 
Dental Association does not ap- 
prove of the leading advertised 
dentifrices for its seal of accep- 
tance and the advertisers do not 
accept the ADA seal. 

Of all nationally advertised 
paste dentifrices, only Craig-Mar- 
tin tooth paste, made by Comfort 
Mfg. Company here, bears the seal 
and has the approval of the ADA’s 
Council on Dental Therapeutics. 
Making the most of this, Craig- 
Martin ads point out, “No other 
nationally advertised tooth paste 
bears the Seal of the American 
Dental Association, highest award 
in dentifrices. It can only be se- 
cured by manufacturers whose 


Out of the heavy unsolicited mail 
response that arrives at KFI daily 
for the program called “LADIES 
DAY?’ a goodly number of letters 
simply go all-out in telling the 
principals on the show how much 
their listeners lo-o-ove them. Only 
yesterday, emcee Bill Stulla 
dropped by with a note received 
from a little housewife in Glendale 
which went so far as to state that 
“LADIES DAY” actually made up 
for the fact that she has been with- 
out nylons for over a year! 


AND WHAT A SURPRISE 


Of course we're proud of this daily 
program (Mon. thru Sat. at 4:00 
p.m.) and are quick to agree with 
listeners that the patter of Bill 
Stulla and the music of Bob Mitch- 
ell and the songs by Bill Shirley 
provide a lot of fine radio enter- 
tainment — but believe us, in our 
maddest moments we never 
dreamed that “LADIES DAY” 
could ever be compared with those 
two-thread puffs so near a woman's 
heart. Naturally we'd like to share 
this unmitigated flattery with you 
advertisers who are buying into 
“LADIES DAY” on an announce- 
ment basis. Bet you didn’t know 
you'd get all this (and results too) 
when you made that call to KFI 
Sales or Edward Petry Company 
for details on costs and availabili- 
ties. RS. Have you other guys tried 
“LADIES DAY” recently ? 


eee ee ee eee eee ea a ee 


CLEAR CHANNEL 


ste MFI 
hots © Gattny De 


NBC for tos ancetes 


Represented Notionally by Edword Petry and Company, Inc 


products are safe for use and 
honestly advertised.” 


Many Dropped from List 


Comfort Mfg. Company is the 
latest of a number of national 
advertisers of tooth paste to take 
a crack at the promotional value 
of the ADA seal. Iodent, Kolynos, 
Pepsodent and others once were 
on the approved list and used the 
seal in their advertising but no 
longer “make the grade.” Other 
tooth pastes and liquid and powder 


dentifrices are approved, but none 
of these are nationally advertised 


tooth pastes. 


Among 67 brands of dentifrices 
now accepted are Pro-phy-lac-tic 
tooth powder, Pycopay tooth 
powder, a number of private 
brands made by Sheffield Com- 
pany for department stores, and 
Arm & Hammer bicarbonate of 
soda. Fewer than 20 companies 
make the brands that are ap- 
proved. ? 

Comfort Mfg. Company’s adver- 


tising includes insertions in a long 
list of newspapers from coast to 
coast and _ radio _ participation 
shows here and in New York. For 
several months the company’s ads 
have stressed the ADA seal and 
the 25-cent price of Craig-Martin. 
All copy is submitted to the ADA 
council for approval before it runs. 


Advertisers Doing Well 


Although the ADA last year 
published a_ report lambasting 
most advertised dentifrices and 


Advertising Age, July 8, 1946 


telling why they had been dropped 
from the approved list, some of 
the advertisers claim to have in 
effect dropped the ADA and its 
seal first. They assert that ADA 
demands so much control over ad- 
vertising and takes so long to-ap- 
prove copy that campaigns become 
impractical. 


Sales Are Up 


The disapproval by the ADA 
council of the major advertised 
dentifrices does not seem to have 


it neat. 


” 
A gimmick! 
What's that? 


This is our bedroom. It’s always 
a mess, Mrs. Handy. I’ve been 
@ = married 2 months but | can’t keep 


Practically You'll see. I built one 
everything — to keep our bed- 
all in one. room straight. 


Take the advice of an 
experienced housewife. | 
had Mr. Handy build me a 
gimmick. . 


SECO Sota 


Sect ag: 


You certainly are a 

e handy man, Mr. Handy. 

Everyone in the neighbor- 
hood depends on you. 


And | depend on 
Mechanix Illustrated. 
See—here’s the plan 
I'm following. 


zs ro Re ; Sieur 1 Sapa ins Sat ee Si ars taA e oN : eT eet eee ign he See Pee ee Le eee re ea a ao desc s3 : pean 
Se a ai Jaa A ee en ge WIRE eS oF SD tS oe nae ah eee Bae Bathe et? aes air ca pales one ED ee ts 7 We igi ee Te cee oe gh age eS ERG. ae 4 eeeeirapgee ©! Ty ies Sg eae 
ac Vee a ¢ ere? oS it cee PA» BE? ‘ the aie ae =e ’ aha : ee a aS : a es Ds OSE Pier es tele Pitas rab 
Saat ice 5 a F ae Ke aha oe Ke : . : PE A OE heads NT Pee eee eee Rene re eNas Naa : Sa ae $ Capek De a) Pie cet Wael 
Ea © gees See aR ¥ * " yy tf $ ais i % eh) > 3 5 {203 ae et ecu Bare yak aS a ~ Eyes i pales tek ede : Beh fad sata pee as Pee tes ga Rg HN aries toy we 
is fae iki : $ Sok as ‘ Af Seiki ee Saly ‘ Mise ‘tae i. : : Baers ae fe Rakes et Pe eh eas Bias 2m 
Bee = 
<7 an | 
eo ; Pe | 
mene. 
— a ' 
fe See 
pres | 
Pen iers 
a | 
one | | 
we CS | ‘ 
' 
ee PS | 
{ 
Pe : 
| ‘ 
| } 
| - . 
7 . | 
Pe -, 
eae: 
Salle 
ee : i 
. SS 
ae ‘i . 
ee. 
ee: é 
Sart Fay fe « 
oe ee oe i ae ee 
er ; 
ae 7 oats f 
' iS ey Be } 
‘ _ ee ee 
: —_ FF ¥ 7 ee 
‘ Sas 3 -- : 2 eee oe ‘ — ae 
copa P sf ret ce oe se ie ea Ne es 
as + at: \ ot Sak ot ‘¢ * ee Brain Seen 
‘ag F ' a ae : on at ae af e ee el ie. a Sie a ee Se 
i i e : ye ae ee ge ae he a ae “SS 
a ; This week OC — a | oe : 
a s : Sa : SS | gay 7 an Pe 
; s Bieri ya eS a Se Geee Bi te ign act 
‘ ee ‘Y eo , r | mi 
pee i] ae ee Se Pics hee se 
Bae ' Be Se = : Bee ere ee Pad ee 
ee ROA agi yg Sed : acne AOS, 
Cs aR ge S les aga es 5 ae ae ah 
Be 1 LOVE FROM A STRANGER a eee « SF ee bam % hey Be 
ee: ’ ge ay <i ee cigs ' 2 
= 1 ve, oe ae ss i. 
eA : =% rt jer ete , 
: AP oy : See ees i ? ZA 
‘a thy i pts t : ¢ ee: 
’ ZX Sa) | || va Bt, es eee. ee Ketelge +i ae 
—_ J £) : ; : ee Mae RD ‘aie ai s Eis ee 
= : = a oe c = ; ce | ae apart: ? oe 
afd se ; Z. = s . Pe , bee Shi oe “4 
rr Z = pes aS q a BES rote ae 
oe ’ SSeS : she oe ees pe : a4 a4 oe 
oe i) ae Seer or Pe 4 : ce as ie apa : aa — { 
Tan 1 Se . oa Be ae foe 
= ee fs ee phe ee <a ee 
a ‘ Fe Besos ae sid bs yee % nies ss ae S Cos 
Mt ! pe -  \) i * ’ oe ee, ae ; i * — 
~ K Bc te Tha ” § x 5 ‘eae A i a oe Seen oe 
728 ‘ Pee Shei ’ i. fox saa = Pe 
PaES y ae ee ie em ee a eee! a oie! 
jpaguade Pe wats. 1 clas eo, Be. ee pas ee 
Pasar ' Das BiG ee 4 @ fey on ie ms ce be 
; 1‘ Bom: ig. 9, oN Se ena F ep ay, ee ee Bee PS. a ne ’ er 
Py s - } pat ee ee Fe ae eee oe sii: 
es ] . ; te See CS ae ae Pee a. +. “i 
elie oy 4 ? = ea eek, ts Oe Peete = -- a 
Bee. 1 Be Ma ee hie ge ‘ ~ 
ee ” a oe oe , ‘ 
: i] ; oe : . & ~ ™ ' ee See Se oe ee ¥ 
1 at : oe BS fe: PE oe get e ee ee ae 
’ ree pee 7 Gre OSE e's NO eam Fs . . 
1 se sae Bask. 
8 aes 
4 <i ae Ke 
1 Be hg carer i Be) OE ee HR OS ROR ee ee be ee DO TET, ema se ge 
SORES ETS SE SS 2 RE A CE a Me aa 
. ' P| a 
ae 1 ae 
ee — ane =. 
Be: ' nye el ‘Sy a | 
Mis ; << i LtZ oe 
one A ° 4 
— 86 \ cA rs 
es = ee. 
i ' a. 2 ba 
We 5 Y 7 LD ae. ES i oe 
ae ! RR SSP TN . 
a OF Be 
= ' ee 
‘ ' Le 
Le 
al ' 
¥3 ' E 
ot e ' sue 
ee ’ ~ withd ee 
ie ' one on @ ee, eo? — im 
oe ! g ¢ t dee: o § See ee ee Hee ; é | hm fe % ‘ 
ee ge 3 : ee, a i i eR | Me $e 
ae ft es : a eee A .  - WF ee 
5 i ae a : : oe oe bs She ae i , Se 
é oe ee :" oe be ; lee aks = Weak” a4 : Bee ee, 
re 4 #S & 3 ee ‘ ig 2 ae Pee BETS i ‘ se He aa ae ie j 
| 3 SF ne SE BT of ge s Rae hata Sa e 3 ad Boe 2 
+ rt. : ¥ ie te ait 2 a ¥ eta ~ ne 
Brea ' ce > = oe Be < ; a. _-. . : “ . 
ae ae: 2 ; ge a es) — . ae ‘ Sam ee ‘. rican 
z ' ee a OS as) . $ ee OE i 
pitas oe PANS . 
ieee 1 * c ate # * § 
= ‘ : { : : ? 4 en ; ; - 
ic i] ¥ ad . re ® : ig : Pe ese Peanita ’ pec F 5 
ae ‘ \ de “ ree ; Z " 
; > r] % i” ai FS ee A ~ : i 
oe 1 Z ; * is es 4 
Sai 1 a i b o i 
la ; : : oe e ’ & 
" sane ee ca Roni ca ex 3 4 
. ‘ Fee : ie Pe See ae Be 7 
' ‘ i od Se Q ¥ Se CES eens Ss ei 3 
7 * ee : oa ‘ oS. ean ge 3 
' : : ee ; Pee ae Yi j 
1 7 3 es : eel “ag * 
1 : ome he ; ce Cf 
. . p ek y a 
cal * % : Soe  ——— 
-—. << —_ ene és ed 
y ory pentane ate 
4 ae Pe a 
: Gee ia ite 
{ ~ nN 
a ae ; ae gf ties P : 3 « ©. ae os ae 
ees | Lee ‘ ; ee - . Pag , ‘ 
: ea ei Mea Pe an. P “< rol yy aay 
i = ~ agg 3 
"4 Is ¥y a (Res oa : ; Se ae 
' 7 de aes R ba Sa 
ons : ; en a , * Sar ee 
“ie : ee oe See a ' 
: a — cite : : —  * = a . 3 


BS 
hr 


Advertising Age, July 8, 1946 


hurt them greatly. Despite. war- 
time shortages of tubes and other 
materials, sales of the major ad- 
vertised pastes and powders have 
increased greatly in recent years 
and since the ADA council issued 
its blast at them last year. Ipana, 
Colgate, Pepsodent, Listerine, 
Squibbs and other major adver- 
tised lines currently do about 90% 
of the tooth paste business and 
Craig-Martin is still listed in the 
“all other” group in leading mar- 
ket surveys of dentifrice sales. 


Appoints Rogers 

Dale C. Rogers Jr., formerly ac- 
count executive with Ratcliffe Ad- 
vertising Agency, Dallas, has been 
appointed advertising and sales 
promotion manager of Mid-Con- 
tinent Petroleum Corporation, 
Tulsa. 


Reestablishes Agency 


Joseph P. Schneider, who oper- 
ated the Harold Marshall Adver- 
tising Company while Mr. Mar- 
shall served in the Army, has re- 


established his own agency at 342 
Madison Ave., New York. Asso- 
ciated with Mr. Schneider are 
Samuel Shohet, specialist in ad- 
vertising design, and Bernard 
Weiland, art director. 


Issues Rate Guide 


E. H. Brown Advertising 
Agency, Chicago, has issued its 
21st annual edition of the “Ad- 
vertisers Rate and Data Guide,” 
which lists rates, circulation, is- 
suance and closing dates for gen- 
eral, farm, mail order and direct 


a as 


selling magazines and newspapers 
in cities of 250,000 or more popu- 
lation. Also included are radio 
time rates and wattage of larger 
stations and principal networks, 
and classified ad information for 
all leading newspapers. 


Ware Bros. Moves 

Ware Bros. Company, Philadel- 
phia, publisher of National County 
Agent & Extension Agent and 
American Fertilizer, has moved its 
offices to larger quarters at 1900 
Chestnut St. 


Oh — so that’s a gimmick. Goodness, what a 


: y @ Look, darling, Mr. Handy 


LL ORR TER 


Gosh, that’s great. You - 


a swell -_ -s a built it himself. He calls it a can’t beat it. 
i - or 2 J % . 
ee ak _. P ve ' noe geal gimmick. seate 's the boudoir — 
build-it-yourself modern hobby ear caspase beat 
ar “na oth Siac aie bookshelves — even type- Atochanix 
a writer place, Illustrated, 
self suggestions. wonderful. a 
you mean. 
It’s marvelous for 
You ought 


today’s latest sci- 


ence news too. 


Mr. Handy never spoke a truer word — Mechanix 
Illustrated ‘‘can’t be beat’’ in mechanics, inventions, 
hobbies and modern science. That’s why it has become 
the guide book for over 600,000 skillful neighborhood 
craftsmen, the handymen we call on for help whenever 
our radio, car or camera gets on the blink. Mechanix 
Illustrated is the favorite magazine of the Mr. Handy’s. 


They go for its how-to-do-it, 
often illustrated in four colors and always readily 
understandable. It’s not surprising that Mechanix 
Illustrated is the fastest growing, highest newsstand 
seller in its field—with advertising lineage more than 
doubled in the last three years. If you’d like to have 
all the Mr. Handy’s recommending and selling your 
product, place your advertising regularly in Mechanix 
Illustrated where these super-salesmen will see it. 


Fawcett Publications, Inc. 


295 Madison Avenue, New York 17, N. Y. 
World’s Largest Publishers of Monthly Magazines 


how-it-works articles, 


Me aaa els MAEM Ape ORR ET EL OLR Oh IO NGM Se Ser 


Prestige is important to a publica- 
tion — and the advertisers who use 
it— when it is an expression of 
reader approval. We know that 
HOSPITAL MANAGEMENT has 
that kind of prestige, because it 
leads all other hospital publica- 
tions in hospital circulation in the 
United States. It’s own calculations 
of ABC publishers’ statements for 
the six months ending December 
31. 1945, show how the ABC pa- 


pers stand: 


Total Hospital Circulation 
in the United States 


Publication 


HOSPITAL MANAGEMENT ...... 5,836 
EE Ada e vss pa ekee ane 5,341 
WOO ORE ccsaiseiitvasaumwearennnm 5,174 


PRESTICE 
wee 11 COUNTS 


mT” 
0, Hoapi'o 


While these figures do not appear 
ABC sstate- 


ments, they are arrived at by ap- 


in this form on the 


plying the first percentage figure 
in paragraph 10 of the publishers’ 
the total United 
States circulation shown in para- 
graph 11. HOSPITAL MANAGE. 
MENT enthusiastically accepts the 


statements, to 


responsibility for the above figures. 


PRESTICE 
wrert 17 COW" 
, Hospi 


ADDITIONAL EXCLUSIVE ADVERTISING 
VALUES NOT SHOWN ON ABC 
STATEMENTS: 


Editorial vitality and power. HOS- 
PITAL MANAGEMENT continues to 
lead discussions in the big questions of 
the day that confront hospitals. 


Readership — 75% of superinténdents 
subscribing, route the magazine to 
their department heads, 


Maximum visibility for all advertise- 
ments because of modern and easily- 
read makeup. 


Very complete sales and advertising 
services to advertisers. 


Lowest rates per page per thousand 
circulation among hospitals. 


PRESTIGE 
| WHERE IT COUNTS: 


op Hospi talsl 


100 E. Ohio St., Chicago 


330 W. 42nd St., New York 
68 Post St., San Francisco 
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Starts Own Company 


John Purcell, public relations 
director on the Norden Bomb- 
sight project since Pearl Harbor, 
has formed his own public rela- 
tions and publicity company, John 
Purcell, Inc., with temporary ‘of- 
fices at 80 Lafayette St., New 
York. Accounts to be handled by 
the company include: Carl L. 
Norden, Inc.; Manufacturers Ma- 
chine & Tool Company; Trayco, 
Inc.; Norden Laboratories Corpo- 
ration, and Barden Corporation. 


On Advertising 
Immediately. 


Thursday in Chicago, : 
eleven days preced- 
ing date of issue. 


ZES 


ee cen Age | 


THE NATIONAL NEWSPAPER ee) 


oh |named general 


Join Four A's Staff 


Fletcher S. Udall, recently re- 
leased from the Navy and prior 
to that in the agency business on 
the Pacific Coast, has joined the 
headquarters staff of American 
Association of Advertising Agen- 
cies, New York, to be in charge 
of council, chapter and member- 
ship activities. R. Tobey Clark, 
formerly with Kenyon & Eckhardt, 
New York, will assist in media re- 
lations. 


Heads Shaver Sales 


Ray G. Hamann has_ been 
sales manager, 
Electric Shaver division of Rem- 
ington Rand, Inc., Bridgeport. 
Formerly he was a sales execu- 
tive with White Rock Corporation, 
Hecker’s H-O, and Shredded 
Wheat Company. 


} | Spengeler Joins Hicks 


L. J. Spengeler, recently re- 


leased from the Navy and prior to 


that in the advertising depart- 
|ment of Joske’s Department Store, 
San Antonio, has been appointed 
advertising manager of Hicks 
| Rubber Company, San Antonio. 


YOU MAY BE ABLE T0 KNOCK 
A GOLF BALL 445 YARDS: 


BUT—YO0u CANT “HOLE OUT” 


IN WESTERN MICHIGAN WITHOUT 


WKZO-WIEF! 


A study of the latest network coverage maps for 
Western Michigan reveals some facts that show 


WKZO (Kalamazoo) and 


WJEF (Grand Rapids) as 


a head-and-shoulders “stand out” over any other sta- 
tion or combination of stations in this area. 


The map shows that the WKZO-WJEF combination 


delivers two-and-one-half 


times more radio homes 


(nighttime) than any other station or combination 


of stations. 


And this despite the fact that the CBS 


method (on which WKZO-WJEF coverage is com- 
puted) is the most exacting formula used by any 


network. 


If you are buying time in 


Western Michigan, or con- 


sidering it—you owe it to yourself to study the situa- 
tion here, and get the true picture. We'll gladly send 
you the statistics as taken from the NBC and CBS 
data—or ask Lewis H. Avery, Inc. 


*R. C. Bliss did it in England, in 19138. 


WEF 


$s 
In GRAND RAPID 
Ss KENT COUNTY (CBs) 


Both owned and operated by Fetzer Broadcasting Company 
Lewis H. Avery, Inc., Exclusive National Representatives. 


‘Breakfast Club’ 
fo Cost Sponsors 
$3,000,000 a Year 


(Picture on Page 57) 


Chicago, July 3—American 
Broadcasting Company’s 13-year- 
old “Breakfast Club” morning 
variety program has become by 
far the most lucrative radio show 
in history, now that Kay Daumit, 
Inc., has signed for the 8-8:15 
a.m., CDT, segment (AA, July 1). 

ABC’s revenue from Daumit, 
Philco Corporation and Swift & 
Co. in 1946-47 will probably come 
close to $3,000,000. Of that amount, 
Swift will foot half the bill for 
its middle half-hour while Philco, 
using the last quarter, and Daumit 
each will bear a fourth—or about 
$750,000—of the cost. ° 

The expenditures will not be 
that high, however, if any of the 
three sponsors elects, as their con- 
tracts permit, not to sponsor the 
program more than 39 weeks a 
year. 

Philco, with a 52-week contract 
dating since last September, is 
fully expected to renew its con- 
tract soon, especially since it can- 
celed the “Stairway to the Stars” 
show on ABC. Swift is good’ for 
a long time, having recently signed 
up for a second quarter hour for 
five years. With its new contract, 
Daumit, a fast-moving newcomer 
in the toiletry field, gets an added 
advantage by virtue of being the 
only company in its field with a 
five-day-a-week program. 

Don McNeill, master of cere- 
monies on the “Breakfast Club,” is 
better off, as of Sept. 2, when 
Daumit starts its sponsorship, to 
the tune of $50,000 a year. His 
recently signed contract with ABC 
(AA, March 25) provides that 
he receive $50,000 a year for each 
sponsored. quarter-hour segment, 
which adds up to a neat $200,000. 


Funeral Admen Elect 


Maytor H. McKinley, president 
of Utter-McKinley Mortuaries, Los 
Angeles, and chairman of the 
board of Constitution Life Insur- 
ance Company of the same city, 
has been elected president of the 
Advertising Funeral Directors of 
America. Other officers elected at 
the annual convention in Balti- 
more are: Leo C. Gorny, vice- 
president; Carl J. Ballweg, secre- 
tary, and C. L. Fonda, treasurer. 


Wagenseil Appointed 
Gallaher Drug Company, Day- 
ton, has appointed Hugo Wagen- 
seil & Associates, Dayton, to handle 
radio, special promotion and pub- 
lic relations. The radio schedule, 
which now includes 69 shows a 
week, for a total of 13 hours of 
broadcasting, will be expanded. 


PARTYIN' FINNEGAN—At a cocktail party held by Vernon-Stephens-Hall, art 
agency, for George Finnegan, art director of Woman's Home Companion 
(right), when he talked before the Art Directors Club in Chicago, were [in 
usual order) Bill Savin, Roche, Williams & Cleary; Margaret Penny, J. Walter 
Thompson Co., and Bill Sittig, western ad manager of the Companion. 


Simplifies Rate Card 


Station WJZ, ABC’s flagship in 
New York, has issued a new 
simplified rate card, effective July 
1, under which discounts on pro- 
grams are no longer computed 
on a basis of consecutive weeks, 
but are based on the number of 
program periods used within 12 
months. The card also combines 
the discount and rebate structure 
into one discount, changes rates 
for station breaks and one-minute 
spots and their frequency require- 
ments, and puts all participation 


programs on a flat-rate basis. 
Present rates, however, apply to 
current advertisers until July 1, 
1947. 


Kimball Transfers Two 


Hiram H. Thompson, in the pro- 
duction department of the New 
York office of Abbott Kimball 
Company, has been transferred to 
the Los Angeles office, taking over 
the production and media for the 
coast office. He succeeds Kay C. 
Jones, who has become an account 
executive, 
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DEALER DISPLAYS 


FOR NATIONAL ADVERTISERS 


through one sales staff by reason of com- 
bining our designing and manufacturing 
facilities with those of 


THEVERNONCOMPANY 
NEWTON, IOWA 
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N&W R.R. Budgets 
$450,897 for Ads 


ROANOKE — Norfolk & Western 
Railway has budgeted $450,897 for 
advertising in 1946, R. R. Horner, 
manager of the magazine and ad- 
vertising department, has revealed. 
The appropriation covers adver- 
tising in consumer and trade pub- 
lications, time tables, calendars, 
blotters, book matches, booklets 
and other promotion pieces. Houck 
& Co., Roanoke, handles the ac- 
count. 

The railroad’s campaign in 
newspapers and magazines will 
reach a variety of trades as well 
as the passenger group and will 
have a variety of themes. Institu- 
tional ads are placed once a month 
in 79 weeklies and 49 dailies in 
on-line cities to emphasize the 
railroad’s contribution to com- 
munities. Ads in seven farm pub- 
lications will emphasize coopera- 
tion with farmers in their trans- 
port problems, and several ads 
will appear in 94 newspapers con- 
cerning N&W’s coal hauling re- 
sponsibilities. 

In addition, copy in six coal 
trade publications will emphasize 
the railroad’s dependability to 
dealer and consumer in coal trans- 
portation; insertions in business 
news magazines, textile papers, 
etc., will promote plant location in 
the N&W territory, and ads in 
architectural and building pub- 
lications will promote coal heating 
in new plants and homes, 

The program will be rounded 
out with insertions in passenger 
traffic and export trade publica- | 
tions. | 


———— | 


Editors Elect Turner | 


Ernest R. Turner, personnel | 
manager of Consolidated Machine | 
Tool Corporation, has been named 
president of the Industrial Editors, 
Rochester, N. Y., succeeding Wil-.| 
liam H. Corwin, public relations 
director of Taylor Instrument) 
Companies. Other officers elected | 
are: Robert W. Lawrence, editor 
of Eastman . Kodak Company’s 
house organ, vice-president, and 
John Gibson, personnel and pub- 
lic relations director of Graflex, 
Inc., director. 


If you sell 
SHAVING SOAP 


You Need WIBW 


In Kansas and parts of six [ 


adjoining states WIBW is the 
preferred station of almost five 


million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


———=—— 
ARWEAL 


"Th Weice of Kamaaa” 


Topeka... Kansas 


Kircher Adds Accounts 


Kircher, Helton & Collett, Day- 
ton, has been named to handle the 
advertising of the following manu- 
facturers of fishing equipment: 
Midwest Aircraft Products, Elec- 
tronic Units, Inc., and Presto Float 
Company, all located in Dayton. 
Each will use national sporting 
Magazines, with special emphasis 
being given during the Christmas, 
1946, season and continuing 
through the spring of 1947. 


Ralph Campbell Moves 


Ralph P. Campbell, formerly ac- 
count executive and radio director 
of J. Walter Thompson Company, 
Newell -Emmett Company and 
Maxon, Inc., New York, has joined 
National Advertising Service, Inc., 
New York representative of col- 
lege newspapers, as sales man- 
ager. 


Gener 


St. Louis Bakery 
Output Converted 
to Frozen Pastry 


St. Louis — Pfiefer’s Pastries, 
bakery company, has begun dis- 
tributing frozen pastries through 
stores handling frozen foods here, 
and plans to switch over the ma- 
jority of its output to quick-frozen 
pastries. 

Almost all bakery products “are 
suitable for refrigeration and in- 
definite cold storage,” and ‘“‘no bad 
results have shown up in freezing 
even the most delicate pastries,” 
Pfiefer spokesmen say. Pfiefer fa- 
cilities are being expanded and 


remodeled to permit better freez- 
/ing operations. Rolls, brown bread, 


cakes and other items are first 
baked, then frozen at 15 degrees 
below zero in from two to six 
hours, 

Customers reportedly demand 
more of the frozen pastries than 
Pfiefer can now supply. Merchan- 
dising emphasis has been placed 
on the fact that frozen pastries are 
economical buys, chiefly because 
left-overs may be saved without 
spoiling. 


Jordan Heads Breon 


J. Gil Jordan, formerly head of 
the commercial department of 


29 


Winthrop Chemical Company, 
New York, subsidiary of Sterling 
Drug, has been elected president 
of the George A. Breon Company, 
Kansas City, Mo., which was re- 
cently acquired by Sterling. He 
succeeds George A. Breon, who 
is retiring from business. 


Pelikan Moves to Miami 


Theodore C. Pelikan, district 
traffic manager of Pan American 
World Airways in Guatemala, has 
been appointed assistant to the 
advertising manager of the air- 
line’s Latin American division in 
Miami. 


GIBBONS 


ADVERTISING 


TORONTO, 


WINNIPEG, 


MONTREAL, 


KNOWS CANADA 
J. J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 
REGINA, 


MERCHANDISING 


CALGARY, EDMONTON VANCOLY 


Who owns most 


ON’T look now, but Colossus, the American 
farmer, owns or operates 1,142,817,821 of the 
nearly 2-billion acres in the continental United 
States, according to the 1945 Census of Agri- 


culture. 


What a man! And what a manager! Steward of the 
nation’s biggest single resource, the land: with an 
income of some 28-billion dollars per year, plus 
some 1814-billions in savings. 


What are his plans? Surveys show that 16.6% of 


farm owners expect 


to build a new house, either 


farm or tenant. 74.4% expect to make major 
repairs, improvements, or additions to farm 
dwellings. They’ll redecorate interiors, paint out- 


side, install running water, modernize kitchens. 
There'll be new fences, barns, garages, trucks, 
tractors, machine shops ... refrigerators, ranges, 
washing machines, farm freezers. The variety and 
volume of wants are almost endless! 


It is on America’s top-half farms, with over four- 
fifths of the national farm income, that Country 
Gentleman’s six-million readers are concentrated. 
These readers, incidentally, own or operate almost 
30% of all the farm land in America. 

Basic magazine in America’s biggest industry, CG 
stimulates wants, directs their fulfilment, parades 
the brand-names of the country’s leading adver- 
tisers before eager millions with bulging pockets. 


— (a 


NATIONAL SPOKESMAN FOR AGRICULTURE 


A CURTIS PUBLICATION 
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REGULAR EDITION 833,103 “"Ner Pai 


The Regular Edition of POPULAR SCIENCE Monthly is for “the man who wants to know” 
how things are made, what they are made of and what makes them work — and 
what is happening in the field of science and mechanics for everyday life and living. 
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School and College Edition 


A.B.C. 
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SCHOOL AND COLLEGE 171,078 a NET PAID 


This edition is distributed and sold to pupils in high schools and colleges. It is essentially 
- the’ same editorially as the Regular Edition — plus a student supplement for classroom 
instruction in Biology, Chemistry, Physics, etc. It has its own advertising section. 
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Prints Supplement 


Tom Farrell, publisher of “The 
Working Press of New York,” a 
list of editors and reporters of 
the New York press, has an- 
nounced a semi-annual supple- 
ment, which is available from the 
publisher at 420 Lexington Ave., 
New York. 


Changes to Caruso Foods 


Atlantic Macaroni Company, 
Long Island City, recently ac- 
quired by Airline Foods Corpora- 
tion, New York (AA, June 10), 
has changed its name to Caruso 
Foods, Inc. Caruso manufactures 
more than 80 varieties of maca- 
roni, spaghetti and egg noodles. 


COLOR PRINTING 
WITHOUT COLOR PLATES 


Send us your printed or planographed black-and- 
white sheets. We'll add beautiful appealing colors 
~—without any plate cost. Ask for-.samples and 
further information about this AMAZING NEW 
COLORGRAPH PROCESS. 


Colorgraph Process Co., 241 E. Illinois St. 
Chicago 11, Ill. Superior 9537 


Five Name L. A. Agency 


Ross, Gardner & White Adver- 
tising, Los Angeles, has been ap- 
pointed to handle the advertising 
of Kalin Imports & Mfg. Company, 
mail order jewelry, using national 
magazines; Pacific Electricord 
Company, manufacturer of electric 
cords and Peco tube supports for 
electric signs, using trade publica- 
tions and direct mail; Jack L. 
Goldberg, manufacturer of Jaclane 
line of women’s slacks, using trade 
and national consumer magazines; 
Tiny Tots of Hollywood, manu- 
facturer of children’s toys and 
novelty-letters, using national 
magazines and direct mail; and the 
Textile Converting Company, pro- 
ducer of textiles for the garment 
industry, using trade papers. 


Reynolds Joins Fetter 

Stephen D. Reynolds, now on a 
reserve status as a lieutenant (jg) 
following four years in the Navy, 
has joined the direct mail divi- 
sion of Fetter Printing Company, 
Louisville, in an executive sales 
capacity. 
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NEWS FRONT FOR yy 
INDUSTRIAL PRODUCT a 
INFORMATION 


{ndustrial Equipment News originated 
specialized product news and informa- 
tion publishing in 1933 and on that basis 
its monthly receipt has been requested : 
by more than 50,000 active operating rw 08 
men in the larger plants in all industries. om 
Industrial Equipment News serves to 
keep this active buying group posted ... cual 
editorially on new and improved prod- ne a 
ucts being brought out each month... 
. advertisingly on general product 
news and information. 

advertising spotted in Indus- 
trial Equipment News when and where 
operating men in all industries are thus 
pre-conditioned to looking for their cur- jecs 
rent requirements offers much in un- 
usual reader attention and action values. . : 
Only $95 to $102 an issue. Lo 


Details? Write for “The IEN Plan.” 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 
461 Eighth Avenue, New York |, N. Y 
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Wamsutta Mills 
and Agency Reach 
)5th Anniversary 


Alley & Richards 
Long a 'Partner' 
at Policy Level 


New Bedford, Mass., July 3.— 
Wamsutta Mills this year reaches 
its centennial. At the same time, 
it reaches a silver anniversary. 
Of the two milestones, the latter 
by far bears most significance for 
advertising men. 

Wamsutta began making “The 
Finest in Cottons” here 100 years 
ago. Seventy-five years later it 
brought an advertising agency into 
its picture. That agency, Alley & 
Richards Company, Boston, this 
year celebrates the 25th anniver- 
sary of working with the company 
in advertising and merchandising 
Wamsutta’s sheets, pillow cases, 
shirts and piece goods. 

The quarter-century of Wam- 
sutta-A&R association stands out 
clearly as a paragon of agency- 
client relationship. Company and 
agency executives have labored 
hand-in-glove to plan and pursue 
a continuing sales order-of-battle, 
particularly in behalf of the com- 
pany’s primary product—Super- 
cale sheets. 


Policy Set in 1921 


Back in 1921, the mill and 
agency met to decide on sales and 
ad policies. At that time, most other 
manufacturers had veered toward 
mass production and mass pricing. 
Decision was reached first that 
Wamsutta would abandon three 


_grades of sheeting in favor of one 


top grade percale that would lit- 
erally be “the finest of cottons.” 
Secondly, it was decided that all 
Wamsutta sheets and pillow cases 
would be made entirely at the 
mill and sold to retailers at one 
established price. Identity for the 
product had previously been lack- 
ing. 

To determine the precise mar- 
ket for the high-grade sheets, two 
extensive surveys were under- 
taken. The first clearly set the 
market for Wamsutta’s high qual- 
ity and price at a fixed percentage 
of the nation’s total sheet and 
pillow case business. The other 
listed leading stores in each city 
of over 25,000 population, ascer- 
tained the volume of each store’s 
sheet business and set a percentage 
of that volume as Wamsutta’s sell- 
ing goal. This was before produc- 
tion started to roll at the mod- 
ernized mill. 


Theme Stays the Same 


The first magazine ad, in Ladies’ 
Home Journal, stressed beauty, 
luxury and three-generation repu- 
tation for quality. It was aimed 
at the cream-of-the-crop market. 
Color pages continued regularly 
in the Journal and, within a few 
months, appeared in Vogue, and 
later in The New Yorker. Twenty- 
five years later, Wamsutta ads 
still stress the same theme. 

Within two years, Wamsutta’s 
advertising had proved so suc- 
cessful that the agency recom- 
mended a change in copy toward 
more definite justification of Wam- 
sutta’s higher prices. For this, it 
promoted a laundering test at 
Massachusetts Institute of Tech- 
nology, in which MIT reported 
Wamsutta sheets and pillow cases 
stronger and more washable than 
any of 23 other brands tested. 

Alley & Richards made the most 
of this finding for several years, 
emphasizing greater long-run 
economy. Testimonials from hotel 
managers and others were also 
used. 

In the early depression years, 
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AT IT 25 YEARS—At left is one of the first ads for Wamsutta percales, at 


right a current one. 


Wamsutta and its agency have pounded away consis- 


tently at the ‘finest in cotton" theme for 25 years. 


salesmen and retailers began put- 
ting pressure on Wamsutta to re- 
duce its quality so that prices 
could drop and sales volume in- 
crease. At the agency’s sugges- 
tion, the matter was left to the 
consumer to decide. 

In: August, 1932, Wamsutta ads 
asked the public, “Tell us per- 
fectly frankly, do you agree with 
us that we should NOT cheapen 
Wamsutta Sheets?” Replies to the 
couponed insertion showed 93% 
of women answering in favor of 
retaining the quality of the sheets, 
and two months later the ads 
responded with a _ statement of 
assurance that the company would 
not cheapen its product. 

Supercale was adopted as a new 
trade name about 1935. Originally 
the pioneer in using the term 
“percale,’”’ Wamsutta had seen al- 
most all its competitors adopt the} 
term. The new name was adopted 
after inauguration of new processes 
removing objectionable short 
fibers. | 
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Adds ‘Bride’s Program’ 


Shortly before the war, Wam- 
sutta instituted a “bride’s pro- 
gram,” combining advertising in 
seven national magazines with ap- 
propriate point-of-sale material. 
This program, now a permanent 
part of the company’s merchan- 
dising, was based on original sur- 
veys in 1939 concerning the an- 
nual number of weddings, the 
number receiving newspaper 
mention and the percentage of 
“fashionable” weddings in which 
the trousseau purchasers might be 
considered as prospects for Wam- 
sutta products. About 10,000 such 
brides were found good prospects 
for the company in the survey. 

During the war, Wamsutta 
turned out cloth for barrage bal- 
loons, material for uniforms and 
other war products. Its advertis- 
ing was devoted to campaigns for 
recruitment of women in armed 
force auxiliaries—and not to re- 
counting its own wartime accom- 
plishments. 

Alley & Richards executives be- 
lieve that their quarter-century 
service to Wamsutta represents as 
closely ideal an agency-client re- 
lationship as possible. The agency’s 
work has been more than the 
preparation of packages, labels, 
trademarks, names, display cards, 
mailing pieces and advertisements. 
It has also been more than a re- 
search job. A&R men feel they 
have worked in a sense as part of 
Wamsutta management in a long, | 
progressive effort to merchandise 
the Supercale sheet. 


WCOP Increases Power 

Station WCOP, Boston, is now 
operating with a 5,000-watt sig- 
nal, broadcast from the new tele-| 
vision transmitter in Lexington, | 
Mass., which is 10 times greater | 
than its former power. Using a 
directional antenna, WCOP is 
broadcasting the signal from three | 
300-foot Blaw-Knox antenna 
towers. 

FCC granted the station permis- 
sion to start program tests with its | 
new transmitter in time for ad 
Louis-Conn fight. 


Altman Leads List 
of Stores Using 


Magazine Space 


New York, July 3.—B. Altman 
& Co. New York department 
store, led retail advertisers in na- 
tional magazines in 1945, Arthur 
Fatt, executive vice-president of 
Grey Advertising Agency, told the 
ready-to-wear group of the Na- 
tional Retail Dry Goods Associa- 
tion here recently. 

The top ten advertisers in na- 
tional magazines, according to 
Mr. Fatt, were B. Altman & Co., 
$148,530; Saks-Fifth Avenue, 
$126,750; Lord & Taylor, $98,000; 
Bonwit Teller, $96,000; Peck & 
Peck, $86,000; Rich’s, Atlanta, 
$83,000; Bonwit Teller, Philadel- 
phia, $82,000; Bergdorf Goodman, 
$77,755; I. Magnin & Co., West 
Coast chain, $76,000 and Marshall 
Field & Co., $76,000. 

Mr. Fatt credited Mademoiselle 


| with opening the coffers of retail 


advertising in 1939. Previously, he 
reported, Harper’s Bazaar an@ 
Vogue had monopolized the field. 
With the entry of Mademoiselle, 
and later 
Seventeen, circulation of fashion 
magazines jumped from 375,000 to 
2,500,000. In 1945, Mr. Fatt said, 
123 stores were using national ad- 
vertising and 44 were spending 
more than $20,000. 


Joins Hicks & Greist 


Marjorie J. O’Keefe has re- 
signed from the duPont & Cahalin 
Agency, Springfield, Mass., to 
head the media department of 
Hicks & Greist, Inc., New York. 


Join O’Mara & Ormsbee 


Edwin T. Jameson and Gregory 
R. Barron have joined the New 
York office of O’Mara & Ormsbee, 
newspaper representative. 


ALL 
New Encianp 
with 90000 watts 


ON 6680 KILOCYCLES 
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Represented Nationally by 
WEED & CO. 


Charm, Glamour and. 
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Buy a Heifer, 
Brethren Urge 


Elgin, Ill., July 3.—A “heifer 
for relief” is the unusual theme 
of an advertising campaign which 
broke last month in the pages of 
the New York Times, sponsored 
by the Church of the Brethren, a 
denomination claiming 1,021 
churches and 180,000 members. 

Purpose of the campaign is to 
obtain live, purebred heifers for 
shipment to Europe’s looted farms, 
on the principle that, in the words 
of the Brethren, “the best sort of 
relief program is that which helps 
worthy people help themselves.” 

The project was first launched 
in 1938, according to the commit- 
tee, when 17 heifers were shipped 
to Puerto Rico. Since then, al- 
most 2,000 heifers have been 
shipped to Europe. Young min- 
isters, college students and farm 
youths are recruited to escort the 
boat-loads of heifers to their des- 
tination. UNRRA handles the 
transportation. 


Will Take Cash or Stock 


Advertisements contain a cou- 
pon where donors may specify 
whether their donations are to be 
used for the committee’s general 
relief program, its purchase of 
heifers at about $150 apiece, or 
whether the donor wishes to con- 
tribute the actual heifers, and if 
so, where they may be picked up. 
The committee’s address is 22 S. 
State St., Elgin, Ill. 

The Brethren’s public relations 
counsel is Hugo Wagenseil & As- 
sociates, Dayton, O. 


Boosts Carpet Schedule 


A. & M. Karagheusian, Inc., 
New York, will step up its ad- 
vertising in the late summer and 
fall for Gulistan rugs and carpets 
with promotion of its style leader, 
Renaissance Sculptured carpeting. 
Color pages are scheduled for 
American Home, Bride’s Magazine 
and House Beautiful, and color 
roto will be used in the Chicago 
Sunday Tribune, New York Sun- 
day News and the New York 
Times Magazine. Abbott Kimball 
Company, New York, is the 
agency. 


ABC Advances Wilson 


Bill Wilson Jr., of the sales pro- 
motion department of American 
Broadcasting Company’s_ central 
division, has been named local 
and ABC spot salesman of Station 
WENR, Chicago. 


What makes 
them BUY 


? 


= 
“What makes advertising pull? 


. Some sound answers,’ “— 


TIDE, ‘ ‘are given in a book 


ADVERTISING 


to the 


MASS MARKET 


By James Davis Woolf 
AD-MEN SAY: 


“James D. Woolf speaks wisdom . .. to 
ignore him is folly.’’—Wallace Boren 
“Ranks in importance with Claude Hopkins’ 
autobiography . . . a lifetime of experience 
in fundamentals which move the mass mind.” 
—F. C. Kendall 

“Wise, penetrating . . . about urges an 
ad-maker must heed if he expects to part a 
prospective buyer from his money .. . 
fun to read.’’—Carleton L. Spier 


James Woolf himself says 


§ And he pulls no _ punches. 

P lenty! Here are down-to-earth crit- 

icisms and suggestions which will help prac- 

ticing craftsmen pitch advertising on a level 

that the vast majority can understand and 
will respond to. 

$3.50 
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THE RONALD PRESS COMPANY 


15 E- 26th St., New York 10, N.Y. 


Pennsylvania Ruling 
May Affect Retailers 


A new ruling issued by the 
Pennsylvania attorney general re- 
quires that all goods sold in the 
state in the absence of the buyer 
must be clearly marked as to 
weight, measure or numerical 
count. The opinion cited specific- 
ally the practice of telephone or- 
ders received by retail grocers, 
and will affect them probably more 
than any other type of retailer. 
As an alternative to marking 
each package in the required man- 
ner, stores may send with the 
packages a statement indicating 
clearly their weight, measure or 
numerical count, 


v . 

Machinery’ to Harway 
Machinery, published by the In- 

dustrial Press, New York, has ap- 

pointed Don Harway & Co., Los 

Angeles and San Francisco, as ad- 

vertising representative on the 


West Coast. 


Hear Your Song 
or Win a Prize 
Show in 6th Year 


Milwaukee, July 3. — Whatever 
may happen to other radio pro- 
grams, Quality Biscuit Company’s 
“Stumpus Show” (WINS, Milwau- 
kee), like Old Man River, “jes’ 
keeps rollin’ along.” Right now 
it’s rolling along into its sixth 
year. 

Boosting Quality’s Princess 
crackers, the “Stumpus Show” is 
strictly an “oldie” where listeners 
send in song titles and if the 
“boys” (Woody and Elmer) can’t 
sing or play the song, the listener 
gets a prize. All very simple and, 
according to George H. Hartman 
Company, Chicago agency, it pulls 
in a whale of a stack of mail. 
Surest proof of the show’s popu- 
larity is that it is being copied on 


other stations in the Midwest. 
Quality Biscuit Company, Mil- 

waukee, the Wisconsin division of 

United Biscuit Company, is cur- 


rently celebrating its 35th year as |-. 


well as the fifth anniversary of the 
show. 


Appoints Wadsworth 


Joseph H. Wadsworth has been 
named director of public relations 
of Joshua Hendy Iron Works’ 
three plants in Sunnyvale and 
Torrance, Cal., and Ampere, N. J., 
succeeding Joseph Donovan who 
resigned to enter business in San 
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Jose, Cal. Mr. Wadsworth pre- 
viously held the same position 
with California Shipbuilding Cor- 
poration. 


Reduces Cover Rates 


Parents’ Magazine, New York, 
which announced new increases in 
black and white page rates effec- 
tive with the January, 1947, issue 
(AA, May 6), has now announced 
the following reductions: Back 
cover, in four colors, from $5,400 
to $4,860; and inside covers and 
inserts, in four colors, from $4,400 
to $4,050. 


TONE STATS 


Photostats toned sepia, blue, or green. 
To help you discover new ways to im- 
prove your layouts, portfolios, etc. We 
will submit "Free of Charge" an extra 
tone stat on your first photostat job. 


IMMEDIATE ee AND DELIVERY 


Royal hata Service 
—s«RAN.4796.— 


123 W MADISON ST cHicaco 2. WL 


FEED MILLS 


make jobs in the 
Nashville area 


Processing animal feeds is a million dollar business in the Nashville area . . . From 
farm to feed store this important industry makes jobs for thousands . . . Manufactur- 
ing activities like this, build a strong market for your product; and make a sales ter- 
ritory that is growing continually . .. One million people in the Nashville trade area 
spend over 356 million dollars each year in retail stores alone . . . Take advantage 


of this market . . . Let WSIX do a selling job for you at reasonable cost. 


American and 


5,000 Watts 980 K. C. 


National Representative 


THE KATZ AGENCY, 


WSIX gives you all three: Market, 


Mutual 


INC. 
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Bissell Carpet 
Sweeper to Ease 


Housewife’s Job 


Grand Rapids, July 3.—For 
hard-working housewives who 
don’t like to bear down too hard 
on their job, Bissell Carpet 
Sweeper Company this summer 
will introduce a new “Bisco- 
matic” sweeper taking much of 
the work out of carpet sweeping. 

An improvement over its “Hi- 
Lo” brush action introduced sev- 
eral years ago, the new brush 
control eliminates any need for 
pressing down on the sweeper 
handle on rugs of any thickness. 

“Bisco-matic” brush action will 
be the theme of Bissell’s campaign 
scheduled to break in August is- 
sues of 14 national women’s mag- 
azines. Half-page ads will be used 
in the drive. “You don’t press 
down—just hold the handle 
lightly,” the ads will say. “ ‘Bisco- 
matic’ Brush Action does all the 
pressing down for you.” 

The ads stress ease in cleaning 
under beds and chairs, as well as 
other patented features holding 
the handle in upright position 
when not in use and permitting 
ease in emptying the dirt con- 
tainer. 


Young & Rubicam, Chicago, 
handles the account. 
To Julian Gross Agency 


Ohio Electric Mfg. Company, 
Cleveland, manufacturer of motors 
and lifting magnets, has placed 
its advertising with Julian Gross 
Advertising Agency, Hartford. 
Trade publications and direct mail 
will be used. 


To Rhea, Fuller Agency 


Rhea, Fuller & Co., New York, 
has been named to handle the 
advertising of Darra-James Cor- 
poration, Waterbury, Conn., maker 
of home workshop tools. 


Barter Joins Middlesex 


Paul J. Barter, formerly on the 
staff of Badger & Browning, Bos- 
ton agency, has become co-owner 
of the Middlesex Business Service, 
Melrose, Mass. 


Plant-Community 
advertising copy 


available immediately 


Indiana and Michigan 
Leagues of Home 
Dailies Newspapers 


24 pages especially pre- 
pared and adapted to 
the needs and problems 
of each community 
served by the league 
members. 


SCHEERER & CO. 


Chicago |, New York 17, 
35 E. oe sar 


Lexington Ave. 


Member of the American Association 
of Newspaper Representatives 


Joins WABC Sales 


George Arkedis has joined the 
sales department of WABC, CBS 
station in New York, as an ac- 
count executive. He was formerly 
with Pedlar & Ryan and Joseph 
Hershey McGillvra, radio repre- 
sentative. 


Appoints Volkmann 


Volkmann Advertising Agency, 
New York, has been appointed to 
handle the advertising of Viking 
Craft, jewelry manufacturer. 


British to Curb 


Outdoor Panels 


London, June 28.—The British 
government intends to curb ex- 
pansion of outdoor advertising, 
Louis Silkin, government com- 
munity .planning official, declared 
at a recent meeting of the Incor- 
porated Society of British Adver- 
tisers. 

He reminded the group that the 
government had, during the war, 


been the country’s greatest ad- 
vertiser, and called on the meet- 
ing “to refrain from using any 
form of advertising in the coun- 


trysidé and .. . withdraw as soon 
as possible all such advertise- 
ments.” 

He admitted the value of ad- 
vertising and agreed that it pro- 
motes big-scale production, en- 
abling the sale of goods more 
cheaply. But, he promised, re- 
strictive legislation is on the way, 
and he warned advertisers to in- 
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crease the artistic character of 
their posters. 


Adwomen Elect 


Mrs. Elaine Ewing Meservey, 
Washington representative of J. 
Walter Thompson Company, has 
been elected president of the 
Women’s Advertising Club of 
Washington, succeeding Ruth 
Crane of Station WMAL. Hazel 
Markel, director of education for 
WTOP, was elected recording sec- 
retary. 
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The Bug Bomb, a war product, | colorful counter card, window dis- irm 

N ewspaper Ss Get has been restyled for consumer! play and three-color streamer we piconet — Company 
“ use and includes a finger-action | packed in each case of the prod- - : . 

B ug Bomb Ser 1es release on the hand-size dispenser. | uct. has moved into its new plant, 


| 


| 
/ 
1 
| 
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Mansfield, O., July 3.—The 
Westinghouse Electric Appliance 
division will launch its first sus- 
tained consumer drive this sum- 
mer for Bug Bomb, automatic 
aerosol dispenser, with small- 
space advertisements weekly in 
131 newspapers. A business paper 
campaign, reaching retailers and 
quantity users, will be continued. 


Retailing at $2.98, the dispenser 
contains a mixture of DDT and 
pyrethrum and “a little goes a 
long way.” 

On the business paper list are 
publications serving retailers and 
the hotel, restaurant, hospital and 
institutional fields. In addition, 
Westinghouse is furnishing point- 
of-sale material which includes a 


Daily Promotes Otis 
Edmund G. Otis, manager of the 


classified advertising department |. 


of Standard-Times, New Bedford, 
Mass., has been promoted to ad- 
vertising manager to fill the 
vacancy caused by the _ recent 
death of Leonard W. Millspaugh 
Jr. 


which has been redesigned, at 
3732 N. Broadway, St. Louis. The 
plant was originally a part of the 
Charles Nabor Lumber Company 
property. 


Holderman Joins Judd 

Marvin E. Holderman, recently 
discharged from the armed forces, 
has joined Sam P. Judd Advertis- 
ing Company, St. Louis. 
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Imagine the Heavy Machinery 


Needed by this 6 Billion Dollar Industry! 


Sugar mills around the globe are now going full blast in a desperate 

_ attempt to meet the increasing demands of a sugar-hungry world. Some- 

_ where, every day in the year, sugar is being harvested, refined, marketed and 
transported—creating a tremendous market for machinery of all kinds. Equip- 
ment deteriorates rapidly in the tropical zones arid must be repaired and replaced 
frequently. In the war-devastated areas of Java, India, Europe and the Philippines, 
all new equipment must be installed. In the Western hemisphere, most plants need 
replacements equalling and sometimes exceeding the amount of the original invest- 


SZ 
La 


ment. Even before the war, the sugar industry used annually, in good years and in bad, 
millions of dollar’s worth of equipment for replacements alone. The total amount of 


ZA r 
heavy machinery to be purchased by the sugar industry in the next 12 months is colossal. 


If you have a heavy machinery or accessory product which should be used by this rich, 
fast-expanding industry, place your advertising or sales message squarely before the readers of 
SUGAR. Sell them and you sell the entire industry—for SUGAR reaches a// the key purchasing 
personnel of the industry throughout the world. It is the on/y publication devoted exclusively to 
sugar interests, in this country and abroad, wherever beet or cane sugar is grown, refined or mar- 
keted. SUGAR’s thorough editorial coverage makes it indispensable to management interests in 
this specialized field. SUGAR’s concentrated circulation among the top executives makes it an un- 
beatable advertising medium. Can you afford to overlook this rich market? Write or wire today for 


assistance in directing your advertising message to the sugar industry! 
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EL MUNDO AZUCARERO 
EL CATALOGO AZUCARERO 
DIESEL PROGRESS 

DIESEL ENGINE CATALOG 
WORLD PETROLEUM 
PETROLEUM WORLD 
PETROLEO DEL MUNDO 


Aa 


2 WEST 45th STREET, NEW YORK 1 


Te 


LATIN AMERICAN SUGAR INDUSTRY 


A PEEK INTO 


SANSA 


A. POLSKY CO. 
Adding 85,000 square 
feet of floor space. 


One of the largest mercantile 
expansion programs in recent 
years is now under way by one 
of Akron's largest department 
stores, The A. Polsky Co. 


The project calls for the addi- 
tion of 85,000 square feet of 
selling space. When com- 
pleted next fall the store will 
have six full floors, each cov- 
ering an entire city block, and 
will be one of the most mod- 
ern stores in the United States. 


In making the announcement 
Mr. Polsky said, "This expan- 
sion signifies our faith in the 
future of Akron which we rank 
as one of the really substantial 
cities of the country." 


Another great store has shown 
its faith in Akron's future. Yes, 
Akron is truly a great retail 
Market. 


BEACON 
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JOURNAL 
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JOHN S. KNIGHT 


PUBLISHER 


Represented by: 


STORY, BROOKS & FINLEY 


NEW YORK PHILADELPHIA CHICAG® 
CLEVELAND LOS ANGELES ATLANTA 
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Pay-Off Gets Kicked 
Around by Dodge 


To the Editor: Please bring this 
to the attention of the man behind 
—The Pay-Off. 

Brother: You certainly jumped 
to number one position on our 
special, reserved personal Black 
List—when you’ published your 
column on “13 Sources of Profit- 
able Mailing Lists” in the June 10 
issue. 

How come you neglected to 
mention Dodge Reports, the al- 
most perfect sources of names for 
mailing lists? 

There is a possibility that you 
haven’t heard of our outstanding 
service—well, perhaps we will 
forgive that, for its true that our 
work is concentrated in the con- 


This department is a reader’s forum. Letters are welcome. 


struction field. But if you haven't, 
you should—so here goes. 

Dodge Reports are individual 
progress reports, each covering a 
single construction project. They 
are not very stylish because we 
have to get them to subscribers 
fast—and there are thousands is- 
sued every day. 

Dodge Reports cover each in- 
dividual project in any class of 
construction in all parts of the 37 
states east of the Rockies. From 
dams to skyscrapers and from 
Arkansas to Maine we cover them 
all. 

Sounds tremendous, doesn’t it? 
But our staff of 650 trained Dodge 
news men scour every corner in 
every city and county making sure 
that they get all the news. 

On projects of any size at all, 


these men don’t just report the 
existence of a new building—they 
get the news when the idea is 
still a glimmer in the owner’s 
mind and they make successive 
reports on this project at each 
stage of planning and work—and 
they always get names, addresses 
and full information for each 
Dodge Report. 

This information is gathered in 
37 district offices and then we 
practice a process called “selec- 
tivity.” In brief, from the mass 
of all Dodge Reports issued, we 
pick out individual reports for 
each subscriber and send him only 
the kind of news he wants... 

What better names could a 
manufacturer have for his mailing 
lists? As a subscriber to Dodge 
Reports he gets the names of ac- 


The first in a series of frank talks about the aluminum industry and Alcoa 


WE’LL START WITH 


ALUMINUM— 


In this the first advertisement of a series about 
Alcoa and the aluminum industry, perhaps we 
should start with the metal itself. Where does it 
come from? How is it made? What is it used for? 

Compared with other metals thousands of 
years old, aluminum is a youngster. Scientists 
didn’t seriously undertake the isolation of the 
metallic element aluminum, until about 1807. 
And it was 1825 before a pioneering chemist in 
Denmark succeeded in extracting a bit of 
aluminum big enough to recognize as metal. 

Aluminum’s commercial history is only 60 
years old. It really started with the discovery 
of the electrolytic process for separating alumi- 
num metal from its ores—a discovery made 
almost simultaneously by Charles Martin Hall 
in the United States and Paul Heroult in France. 

Charles Martin Hall, 22 years old and fresh, 
out of college, had a gleam in his eye. He 
plugged away at his experiments in his father’s 
woodshed until he came up with the result he 
was after. That was in 1886. Two years after 
that the Pittsburgh Reduction Company, later 
renamed Aluminum Company of America, was 
founded to develop the Hall electrolytic process 
into a going business. 

Strangely enough, aluminum is the most 
plentiful metallic element in the earth’s crust. 
The tough part is in separating the metal from 
its compounds. Aluminum is never found in the 
native state as metal; it’s always tightly locked 
in ores. 

The most common source of aluminum is an 
ore called bauxite. This ore must first be refined 
until all that’s left is pure aluminum oxide—or 
alumina, as it’s called. To change alumina into 


metallic aluminum, large quantities of electricity 
must be used. Billions of kilowatt hours of 
electricity are consumed annually for aluminum 
production. 

Once the metal has been produced, it starts 
out on the road to being processed for use by 
the consumer. More than likely small quantities 
of other metals are added to it to produce 
aluminum alloys with special qualities for 
various purposes. Finally the metal is ready 
for fabrication into one or another of the versa- 
tile aluminum products you see around you by 
the thousands. 

Yes, thousands! According to a recent survey, 
there are ‘over 3,500 different applications for 
aluminum, and the list is growing longer all the 
time. Folks have found that aluminum does a 
topnotch job in items as unrelated as bottle caps 
and steam shovels, chewing gum wrappers and 
streamlined trains, roasting pans and roofing! 

It’s amazing how frequently aluminum enters 
your daily life. At home and where you work and 
where you play, aluminum is on the job, making 
hard work easy, saving you time and money, 
making life in general more pleasant. 

The properties of aluminum make it ideally 
suited for cooking utensils, electrical transmis- 
sion cable, windows, roofs, doors, grilles, fire 
escapes, canoes, cameras, airplanes, coal cars, 
cigarette packages, tooth paste tubes, milk 
bottle caps, paint, industrial machinery, auto- 
mobile parts—the list goes on and on. 

* * * * 
Follow this series of ads for the true story of 
aluminum, and how it affects all of us in the 
world of today and tomorrow. 


ALCOA 


ALUMINUM COMPANY OF AMERICA 
1882 GULF BUILDING : PITTSBURGH 19, PENNA. 
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tive prospects, at the time they 
are really interested in making a 
purchase. .. ; 

The whole Dodge Reports sys- 
tem is a “natural” for any mail 
advertiser in the construction field 
and probably in many others we 
have never served. 

It’s true we are generally limited 
to one field, but what a swell job 
we do in that field and it isn’t 
duplicated in any other, as far 
as we know. 

Now ain’t you ’shamed. 

R. S. DAvIpsoN, 

Advertising Manager, Con- 

struction News Division, F. W. 

Dodge Corporation, New York. 

[Editor’s Note: The Pay-Off 
man says he’s not ashamed, he’s 
overwhelmed. And where shall 
we send the bill for all this fine 
advertising for Dodge Reports? ] 
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Nero Gets a Big Play 


in New Orleans 

To the Editor: More than a 
month ago, when I developed the 
idea of the attached advertisement 
for one of my accounts—New Or- 
leans Public Service, Inc.—I had 
no knowledge of how closely it 
would tie up with a local news 
item of general interest. 

The title of the ad featuring 
home freezers was “Nero Fiddled 
. . . While His Favorite Foods 
Froze” and the first sentence was, 
“Emperor Nero, history’s famed 
‘thot fiddler,’ had one of the first 
‘home freezers’” .. . etc. 

The ad ran in the New Orleans 
States Friday, June 21, and the 
following day the New Orleans 
Item carried the attached review 
with this heading and first sen- 
tence: 

VIOLINIST NERO 

AGAIN ACCLAIMED 


“With his ‘Concerto for 
Hot Fiddle’ plus his unique 
novelty number, ‘The Hot 
Canary,’ Paul Nero, violin- 
ist, again won his audience 
when he made his third ap- 
pearance of the week as 
guest soloist. with the New 
Orleans Summer ‘Pops’ Or- 
chestra last night in Beaure- 
gard Square.” 
Add this to your already bulging 
file of unusual coincidences in ad- 
vertising. 

MARSHALL Hurt, 
Account Executive, Bauerlein 
Advertising Agency, New Or- 
leans. 
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‘Uncouth,’ Maybe, But 


No Typographical Error 
To the Editor: Wondering about 
the enclosed marked paragraph of 
your “Rough Proofs’—isn’t there 
a typographical error? 
The savage breast is rather un- 
couth—but if you’re referring to 
the husband, shouldn’t the word 
be “beast?” 
Enjoyed the column anyway— 
never miss an issue of ADVERTIS- 
ING AGE. 

H. ELLSwortuH, 
Advertising Department, In- 
terstate Bakeries Corporation, 
Los Angeles. 
[Editor’s Note: Copy Cub had 
in mind the “Music hath charms 
to soothe the savage breast” quo- 
tation, and he still thinks Mr. 
Congreve put the “r” in on pur- 
pose. | 
s FF 


Wants List of 


Display Manufacturers 


To the Editor: As president of 
Exhibitors Advisory Council, I am 
anxious to develop a list of repu- 
table and recognized display man- 
ufacturers who are equipped to 
handle trade show booths and ex- 
hibits. The council finds that a 
great many new exhibitors are in- 
terested in participating in trade 
shows and our council offices are 
being bombarded with requests for 
the names of and information 
about good display builders. 
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ization or association of these folks 
and we are going to have to help 
them “peddle their wares.” This 
of course is a service that will 
help to strengthen our own posi- 
tion as well as help the display 
houses. Among our own member- 
ship we compile a list of many 
good builders, but we would prob- 
ably leave out quite a few who 
deserve recognition and business. 

I was wondering whether it 
would be within the limits of your 
editorial policy to publish a short 
item to the effect that Exhibitors 
Advisory Council is anxious to 
compile a list of responsible dis- 
play builders and would be glad 
to have complete information from 
such organizations at council head- 
quarters, 120 Greenwich St., New 
York 6. If you could run such an 
item, it would be of great assist- 
ance to the council. 

J. F. ASPEY JR., 
President, Exhibitors Advis- 
ory Council, New York. 
* F F¥ 


Hotel Man Deducts 
for Breadless Patrons 


To the Editor: Here’s some- 
thing newsworthy . . . an Omaha 
hotel advertising to ask its restau- 
rant patrons to forego the use of 
bread. 

And to make it worth while, the 
patrons get a deduction of five 
cents on their checks as the hotel’s 
contribution to the relief of hungry 
kids in Europe. 

Enclosed are proofs of two of 
a series of ads prepared by the 


.- politiccans have some crust! 


We think it's that politicians should be wrangling, 
aust grona . 


While politicang fiddle, hungry people are burning talories— 
calories which can't be replaced walees the reat of we €o some. 
ching about it. 


Here's « little something that the Hill Hotel proposes ve de: 


M gon de met care to be served with 
bread, please notify the waliress. She 
will deduct tive conte trom pour bill. 


pet bread can we save through thie program? Frankly, 
we know Whatever it ia, the will 
pnb yet. : saving belp somebody 


This program goes inte effect immediately. Your views on thie 
program are of interest to us, and we would be pleased to hear ° 
from you about this 


Sofie 


HILL HOTEL 


Omaha office of Bozell & Jacobs, 
which are being published by Sam 
Josephson, proprietor of the Hill 
Hotel, in the Omaha World-Her- 
ald. 

The ad, captioned, “No kid ought 
to go hungry,” was published on 
June 16; the other “Politicians 
have some crust,” on June 24. 
The World-Herald recognized 
the unusualness of this ad series 
in an editorial June 25. 

E. W. EDWARDSON, 
Bozell & Jacobs, Omaha. 
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Urges ‘Crackdown’ 


To the Editor: Where there’s 
smoke . . . Re your editorial “A 
Slander on Advertising.” Truth is 
not slander. Need one cite chap- 
ter and verse? The Germans have 
an effective law to enforce truth 
in advertising, as one of our larg- 
est soap companies found out. And 
its ads were nothing compared 
with some current cigaret ads: In- 
stead of wailing at advertising’s 
critics, let’s crack down fast and 
hard on the culprits. An honest 
business needs no public relations 
“lawyers” to defend it in the court 
of public opinion. 

JOSEPH SPIEL VOGEL, 
Joseph §S. Vogel & Co., New- 
ark, N. J. 


Apparently there is no organ- 
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‘Not-for-Sale’ 
Freezers, Tires 
Get Sears Buildup 


New Fall Catalog 
37% Larger; Many 
Items Missing 


Cuicaco—Coldspot freezers and 
Allstate tires get a big buildup— 
although they aren’t offered for 
actual sale—in the new 1,242-page 
fall and winter catalog which 
Sears, Roebuck & Co. started dis- 
tributing this week to 7,000,000 
customers. 

The new book, 37% larger than 
the ’45 mail order volume, offers 
a wide variety of clothing, with 
the first 590 pages devoted almost 
exclusively to clothing and fur- 
nishings for men, women and chil- 
dren. But a considerable list of 
prewar merchandise still is missing 
from the pages, including such 
items as refrigerators, radios, 
washing machines, sewing ma- 
chines, watches, lawn mowers, 
millwork, sheets and pillow cases, 
overalls, and men’s dress shirts 
and pajamas. 


Outlines.Order Plan 


Four pages are devoted to the 
postwar Coldspot freezers, includ- 
ing illustrations of four home 
models ranging in size from 6 to 
18.5 cubic feet. Since “present 
production of Coldspot freezers is 
unable to meet the tremendous de- 
mand,” Sears suggests these three 
steps: Order directly from a Sears’ 
retail store, which will send out 
the unit or “notify you when they 
can fill your order”; place the 
order with a Sears’ catalog order 
office, which will handle requests 
in the order received; or write to 
the personal service department of 
the nearest mail order store, which 
will advise the customer when the 
freezer is available. 

Superior construction and maxi- 
mum convenience of Coldspot units 
are stressed, with each carrying a 
“five-year protection plan guar- 
antee certificate.” Prices are not 
listed. 

To assure equitable distribution, 
Sears announces a similar advance 
order plan for its Allstate pas- 
senger tires. Prices also are omitted 
on the tires, but are listed for ac- 
companying tubes, as well as All- 
state tractor, farm implement, 
truck and bus tires and tubes, 


Features Own Brands - 


Nationally advertised brands 
rank a poor second best to Sears’ 
own trademark goods in most cate- 
gories. Catalog shoppers, for in- 
stance, can choose from _ these 
Sears’ brands in clothing and fur- 
nishings: Kerrybrooke fashions for 
women and junior, misses; Honey- 
lane teen-tested fashions; Char- 
mode corsetry; Honeysuckle cloth- 
ing for “the kindergarten crowd”; 
Gold Bond, Wearmaster, Biltwel, 
Jeepers and Kerrybrooke shoes; 
Boyville and Boyville Jr. clothing; 
Fraternity Prep; Fashion Tailored 
men’s clothing; Hercules work 
clothes and sportswear, and Pil- 
grim men’s furnishings. 

The “sorry, not available” over- 
print cuts a wide swath through 
the catalog, hitting such items as 
sweaters and brunch coats, golf 
clubs and shot guns, cameras, fold- 
ing chairs, toilet tissue, wash boil- 
ers, boards and tubs, carpet sweep- 
ers, some tools, etc. Bicycles are 
missing, but Sears promises that 
the 1947 spring catalog will pre- 
sent the new J. C. Higgins bicycle. 


‘Tips to Trappers’ 


Coupons and mail-in cards offer 
buyers a catalog of tailored-to- 
order suits for men and young 
men, at $29.95 to $49.95; a new 


“Tips to Trappers” explaining 
Sears’ raw fur marketing service 
and listing $7,590 in prizes for its 
18th National Fur Show; enroll- 
ment in the Peoples Book Club, 
and full details and rates on All- 
state Insurance Company auto in- 
surance. 

Montgomery Ward & Co. expects 
to dispatch its new fall and winter 
catalog late this month, while 
Spiegel, Inc., and Aldens, Inc., 
will put theirs in the mail in about 
two weeks. The Aldens catalog 
will feature a “personal service 
guide for better living,” with guide 
pages appearing at the start of 
sections on men’s, women’s and 
children’s clothing, home furnish- 
ings, etc. The “service guide” was 
prepared by Margaret Rivers, 
fashion consultant for Fairchild 
Publications, and Elizabeth Foster, 
author of juvenile books. 


Collins Appoints Burrell 


Max W. Burrell has been ap- 
pointed general sales manager of 
the Collins Radio Company, Cedar 
Rapids. 


Family Ownership of 
Station KWK Dissolved 


A “substantial interest” in Sta- 
tion KWK, St. Louis, owned by 
members of the Thomas Patrick 


Convey family, has been sold to/¢ 


Arnold G. Stifel, former partner 
in Stifel, Nicolaus & Co., and An- 
thony A. Buford, general attorney 
of Anheuser-Busch, for the pur- 
pose of providing additional cap- 
ital to meet developments of FM, 
television and facsimile reproduc- 
tion. Robert T. Convey, president 
of Thomas Patrick, Inc., owner 
of the station, and his sister will 
retain a controlling interest, with 
Mr. Convey remaining as presi- 
dent. Mr. Stifel and Mr. Buford 
will become directors. 


Heads Maclean Research 


W. Bruce MacKinnon, managing 
editor of the Financial Post, To- 
ronto, has been promoted by 
Maclean-Hunter Publishing Com- 
pany to organize and head a new 
editorial research department. He 
will study and analyze reports on 
national and provincial fiscal and 
economic policies for use by all 
of Maclean-Hunter’s publications. 


Long Joins Wheeler 


George T. Long, formerly in the 
advertising department of E. F. 
Houghton & Co., Philadelphia, has 
been appointed to handle the ad- 
vertising and sales promotion of 
. H. Wheeler Mfg. Company, 
Philadelphia. 


37 
Majestic Boosts Suritz 


Lionel L. Suritz has been ap- 
pointed record sales manager of 
Majestic Records, St. Charles, Ill. 
He joined Majestic a year ago and 
|/has spent the last several months 
analyzing record markets and 
| studying distributors’ problems, 
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Covers an industry with : 
a bright future a ex ae 


panding world markets. 


of Beauty Fashion 


SN 


NEW EMPHASIS 


On News That People Want 


Most 


a Typical ITEM Front Page—Showing Seven 


Local Interest Features 


Hospital to Open 


Situation 


Work Now Planned 


And of course— 


e@ The Weather—and 


@ New Veterans’ Administration 


e@ 7 Major Air Lines Begin Using 
New Moisant Airport 


e New Orleans Businessman Buys 
Interest in Suffolk Downs 


e@ OPA Reports on Local Meat 


e@ Added Drainage and Flood Control 


Orleans’ New Daylight Saving Time 


a note on New 


Your New 


Selling Foree 


in New Orleans 


SAWYER-FERGUSON-WALKER CO., 


ITE: 


NEW ORLEANS 


Raiph Nicholson, President and Publisher 


READER ACCEPTANCE: Largest Evening Circulation in Louisiana 
(92% concentrated in the New Orleans market—growing steadily) 


ADVERTISING ACCEPTANCE: Nearly 10,000,000 lines carried in 1945 


NATIONAL REPR 


ESENTATIVES 
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Manufacturers of grocery store products don’t have to guess 
at the success of their campaigns in St. Louis. The St. Louis 
GuioBe-DemocraT Retail Grocer Audit opens the door to all 
information about retail inventories and sales of 450 prod- 
ucts in 27 grocery store classifications. Charts of sales 
trends for over three years are available. Reflecting the 
effects of price, packaging, merchandising and advertising, 
this continuous survey is a PLUS service offered to all 


GLOBE-DEMOCRAT advertisers. 


If you’d like to know more about this service, we'll be glad 


to give you complete details. 
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---and did you know that more than Bo: the 
St. Louis Market is outside the City Limits? 


That means you really have to “‘get around” in the St. Louis area. 
And you can. Just come along in the St. Louis Globe-Democrat . . . 
it’s the city’s only daily that even claims to cover successfully the 
surrounding area . . . 87 rich counties in Eastern Missouri and 
Southern Illinois. 


St.Louis Globe-Demorcrat 
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Advertising Age, July 8, 1946 


lhe Creative Wan Corner 


This writer has not seen the movie, 
“The Outlaw.” It may or may not be, as 
we have read, one of the worst moving 
pictures ever made. 

But we have seen the advertising. 

And we think it strikes a new, un- 
conscionable low. 

The picture, presumably, is bad be- 
cause it is corn of the rankest kind; badly 
written, badly directed and badly acted. 
It has, however, a sultry hayloft scene 
which has caused it to be banned in num- 
erous communities. And it is this ban 
and the scene that caused it that is the 
principal feature of the advertising. 

Under the headline, “The Censors may 
not like it... but the Public does!”, a 
two page spread in Time highlights the 
following dispatch from San Francisco, 
credited to the Associated Press: 

“Howard Hughes’ movie ‘The Outlaw,’ 
featuring Buxom Jane Russell, was cleared 
of indecency charges by a municipal jury 
yesterday. 

“(‘The Outlaw’ was closed by the San 
Francisco Police, April 28.) 

“In the instructions to the jury, Judge 
Twain Michelsen said as follows: 


You Ought to Know . 


Jim Adams never has sought the public 
eye for himself. And the circle of people 
who know him well is exceeded by that 
of many a small-town merchant. Yet 
Adams, wielding a stubby, yellow pencil 
like a baton, has called 
the buying tune for 
millions. At least one 
of the products which 
has been under his 
advertising care for 
more than 15 years is 
a veritable American 
success symbol. 

Recently Adams 
made one of his highly 
infrequent personal ex- 
cursions into print 
when he was elected a 
director-at-large of the American As- 
sociation of Advertising Agencies. Many, 
even within the profession, may have 
wondered who James R. Adams is—so 
deep is the anonymity in which he has 
always worked. 

Let it be stated for the record, then, 
that Adams is president-treasurer of Mac- 
Manus, John & Adams, Inc., of Detroit, 
Baltimore, San Francisco and Los An- 
geles; that he is a big, twinkle-eyed man, 
and despite the titles and managerial 
responsibilities which he placidly collects 
has personally written more than $100,- 
000,000 worth of advertising copy. Not 
supervised, inspired, edited, mind you— 
but written personally. We think the 
copywriters who read this will appreciate 
that kind of batting average—and the 
agency presidents, too. 

Many an Adamsism is doing Trojan 
duty today in schools of journalism and 
advertising. It is interesting to identify 
others with their source since they have 
become common coin in the profession. 
Here are a few—chosen from his pub- 
lished works: 

“Of all the things that go into advertis- 
ing, good copy is the hardest to produce. 
And when advertising fails, copy is gen- 
erally at fault.” 

“Instead of talking so long and 
earnestly about believability in advertis- 
ing, advertising men had better concern 
themselves with getting something in 
their copy that is worth while believing.” 

“Think, always, as you write, about the 
prospect and his reaction. Don’t ever 
think of yourself. In advertising it doesn’t 
make any difference what you think or 
feel. You are not going to do the buying. 
The impression on the public is the thing 
that counts.” 

“If advertising men are ever forced 
_ to take a prescribed course before they 
are admitted to practice, I hope a few 


James R. Adams 


“*We have seen Jane Russell. She is 
an attractive specimen of American wom- 
anhood. God made her what she is. 

“*There are some fanatical persons who 
object to Miss Russell in a low-necked 
blouse. The scene is in the desert— 
hardly a place for woolens or furs. 

“Life is sordid and obscene to those 
who find it so,’ the judge pointed out.” 

In other magazines (AA, July 1) the 
lurid appeal is presented in pictures (in 
one of the most unique combinations of 
advertising techniques ever put into a 
spread). 

While we hardly can be surprised that 
there are people who will write and illus- 
trate such stuff, we are both surprised 
and dismayed to discover that there are 
important publishers who will print it. 

Personally, we are not “fanatical.’”’ We 
have no objection whatever to Miss Rus- 
sell in a “low-necked blouse,” but we do 
object to advertising which argues about 
indecency and obscenity and to the char- 
acterization of the girl pictured here with 
the gun as mean... moody... magnifi- 
cent. 

Advertising was made for better things. 


e eJames R. Adams 


weeks of door-to-door selling is included. 
You never get quite the proper respect 
for a prospective customer until you face 
him over his own door sill. Until you 
have tried this, you never know how 
bitterly hostile he is toward anyone try- 
ing to get his money.” 

“An advertising lie is one of the worst 
lies on earth. When a man trifles with 
the truth in his own personal life, he pays 
his own penalty and that is all there is 
to it. But when he lies about himself on 
an advertising page, he casts discredit on 
all business.” 

“The average man is an Indian at 
heart. Do him a service, whether to his 
pride or his pocketbook, and he will pay 
you back ten-fold. But take a fall out 
of him and he will hit you with the side 
of a hill.” 

“The thing that advertising needs most 
is common sense.” 

“An advertiser ought never to be so 
proud of his advertising man as when he 
sees him with his feet on the desk, gazing 
into space. For then he is doing the 
thing he is paid to do. He is thinking.” 

“The cardinal sin of advertising, with- 
out doubt, is boastfulness. Men who in 
their social lives are paragons of good 
breeding will shout and _ chest-thump 
across an advertising page with com- 
plete abandon.” 

Many readers may think it a far cry 
from a southern Indiana farm boy, riding 
a spavined field horse to school, to the 
suave man in his late forties subtly en- 
couraging people in their natural desire 
to possess Cadillacs and other quality 
merchandise. It is. But every step of 
the way has been, consciously or not, 
preparatory for the job Jim Adams is 
doing today. 

He attended Indiana and Notre Dame 
universities and, for three years, taught 
school. Following World War I, he left 
officers’ training camp and entered news- 
paper work on the South Bend Tribune. 
Thence to Studebaker Corporation as 
editor of the employe house organ, Then 
to the Straube Piano Company as ad- 
vertising and sales promotion manager. 

After three years with Straube he 
joined Critchfield & Co., Chicago agency, 
as a copywriter on the Ford and Lincoln 
accounts. 

Two years later he was called to Camp- 
bell-Ewald Company, Detroit, as copy- 
writer on the Chevrolet account. Later 
he was made head of the copy department 
and eventually was placed in charge of 
the Cadillac account. He also served as 
supervisor of both Pontiac and Oldsmo- 
bile accounts at different times. 

In 1934, Adams joined the late Theo- 


dore F. MacManus and W. A. P. John 
to found MacManus, John & Adams. To- 
day its accounts include many a blue 
chip with Champion Spark Plug Com- 
pany, Bendix Aviation Corporation (all 
divisions), Dow Chemical Company (all 
divisions), Cadillac and Pontiac divi- 
sions of General Motors, Ferry-Morse 
Seed Company, the major appliance di- 
vision of F. L. Jacobs Company, Lyon 
Inc., Hurd Lock and Standard Accident. 

Successively Adams has been vice- 
president, executive vice-president and 
president - treasurer, and has found time 
to maintain a flow of copy and ideas, to 
author a definitive book, “More Power 
to Advertising,” published by Harper, 
and numerous lesser works dealing, 
mostly, with the creative aspect of the 
craft. 

While he is essentially creative, and 
spends most of his personal time and 
energy on the creative side of the busi- 
ness, his associates say that he has un- 
usually sound business judgment. And he 
frequently hands out some sage business 
advice in a verbal capsule. Some years 
ago, an associate asked for some advice 
as to a savings program. 

“How much do you have to save?” 
Adams queried. 

“Why,” the associate answered, “I 
don’t have anything just now.” 

“Well,” Adams replied, “would you try 
to eat if you didn’t have any food?” 

Ask him whether he has time to write 
an advertisement—and the answer is al- 
ways the same: “Why, surely—I have 
time—but I’ll have to think up something 
to say. I’ll write you something as soon 
as I have something to write.” 

He has always maintained that writing 
is not hard work—not even particularly 
tiring, even. But he says that thinking 
up an idea, or an approach, is the hardest 
job in the world. He has been known 
to work himself into a state of almost 
complete collapse without having ever 
put a word on paper. Once he has the 
idea, however, he is a fast and facile 
worker. He does very little revising— 
because he says that, once you know 
what you wish to say, you should just 
say the thing as simply and directly as 
you can, and let it go at that. 

Insofar as style is concerned, he be- 


8 BASIC REQUIREMENTS FOR 
A PERFECT MAIL-ORDER COUPON 


In planning the coupon for any mail 
order advertisement, there are eight basic 
requirements you should consider, as fol- 
lows: 


1 USE AN ACTION INVITING COUPON 

To get the reader to ACT NOW, you 
must invite action. You can do this by 
the use of such phrases as: “Mail Cou- 
pon for Free Literature,’ “Send Today 
for This Free Book,” “Check, Clip, and 
Mail Coupon Now,” “Get the Facts To- 
day,” “Free Details—Mail Coupon To- 
day,” “Use This Coupon for Your Order,” 
etc. These headlines set in a box or in 
reverse at the top of the coupon will add 
punch and action to your coupon, 


2 INGLUDE KEY IN NAME AND ADDRESS 
Make your key A PART of your ad- 
dress so that it will not be omitted. 


3 STATE TERMS OF OFFER CLEARLY 

You can avoid misunderstandings or 
cancellations of orders if your offer or 
terms are clearly stated in your coupon. 


4 ALLOW AMPLE SPACE TO WRITE 

Make it just as easy and convenient as 
possible for your prospect to answer your 
advertisement. Don’t crowd the coupon. 


5 MAKE COUPON EASY TO CLIP 

In planning the layout of your adver- 
tisement, put the coupon where the 
reader can clip it without destroying the 
entire page, if possible. 


lieves it should flow out of your idea— 
just adopt the right tone for the impres- 
sion you are trying to create. 

While he himself is fundamentally a 
writer, he is, if possible, even more con- 
cerned about the art work in his adver- 
tisements than about the copy. 

“If you consider the cost of the art 
work, the printing area it occupies, and 
the cost of engravings—the picture is 
frequently as much as 90% of the total 
cost of an advertisement,” he once said. 
“Yet—I have seen many a copywriter’s 
rough that merely said ‘Picture in this 
space’ when the idea was turned in for 
visualization.” 

Jim Adams has a not-too-big, not-too- 
glittering office on one of the two floors 
of Detroit’s Fisher building in complete 
use by his agency. It is an extremely 
easy office to get into and the big chair 
to the left of the boss’s desk usually 
contains a casual and comfortable visitor. 

When the traffic gets too heavy, Adams, 
rather than work behind a closed door, 
hies himself to northern Michigan and 
his lodge, Wajim, near Alpena. There, 
to relax, he indulges in a top hobby— 
good cooking. Usually a staff artist goes 
along and, when they return, another 
campaign is buttoned up. And it will be 
a campaign smack on the target Adams 
has decided he will shoot at. It will be 
believable, even-voiced and _ respectful. 
For as Adams says: 

“If advertising had more respect for 
the customer the customer would have a 
hell of a lot more respect for advertis- 
ing.” 

He believes the greatest weakness in 
advertising is the lack of some thor- 
oughly integrated system for training 
young personnel. He says advertising is 
today where the legal profession was at 
the time of Abraham Lincoln, in this 
particular respect. Then, you could read 
law in a law office and become a lawyer; 
today, you go into an agency and become 
an advertising man. He would like to 
see the requirements for entrance into 
the specialized aspects of advertising 
agency work as strict as for entrance into 
the practice of law or medicine. He be- 
lieves this will come about, in time—per- 
haps in a much shorter time than many 
people realize. 


the Pay- OL NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


ty ne ee 
iw 


man COUPON NOW FOR 7-DAY FREE TRIAL 


| MoToR Book Dept., Desk 1, 572 Madison Ave., New York 22, W.Y. 
Rush to me at once: (check box opposite ‘book you want), 
Io Mores. & AUTO REPAIR MANUAL oer wat 
oO. mar fn athe, 35¢ 
. I nail). "Others 


y. 
delivery BRR, with pnal payment "$5.35 
stpaid in 7 Drv } price, 


wise " Will return book 
~ $7 cash with order), 


| 
jc of eToR's TRUCK REPAIR MANUAL. (Described at f 
! Tett 10 


paid in 7 days, (Foreign, remit $11 with order 

po Age. 
| Address, 
City. 


Ss, plus rr rges 
fest vith {— pa yenent ($8.35 in ip Otherwise I will retu 


Zone No. 
(if any) 


le SAVE 35c! Check here if-enclosin sult pe — (check, 
: Os money order) WITH coupon. We pay 3ec shipping cost: 


6 USE THE POSTAL ZONE 

It will speed up the delivery of your 
mail and the reply to your prospect if 
you include your postal zone in your 
address and ask the prospect for his 
postal zone. 


7 MAKE THE COUPON STAND OUT 
Use a heavy dotted or dash rule around 
the coupon to attract attention. 


8 WATCH THE SIZE AND SHAPE 

Postal regulations do not permit the 
use of coupons occupying more than one- 
half of the page. Design your coupon 
so that it is in harmony with the layout, 
yet allows ample space for filling out 
and has plenty of punch. 

The coupon illustrated here was pre- 
pared by Schwab & Beatty, New York, 
advertising agency for Motor Book De- 
partment, New York 22, N. Y. It in- 
cludes all of the points mentioned above. 
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‘Progresso’ Buys 
Cowles’ WHOM 


New YorK—One of the five 
Cowles stations, WHOM, New 
York-Jersey City, has been sold, 
subject to FCC approval, for 
$450,000 to the Italo-Americano 
Publishing Company, New York, 
publishers of the Italian language 
newspaper Il Progresso. 

About 65% of the station’s pro- 
grams are in foreign languages, 
principally Italian. It operates 
with 1,000 watts daytimes and 500 
watts nights, and was acquired 
by the Cowles interests two years 
ago from Joe Lang and Paul Har- 
ron, co-owners. 

Craig Lawrence, who has been 


— Amoucaa — 
BEST DRESSED GIRLS 
ARE COVER GIRLS 


| general manager of WHOM and is 
executive vice-president of the 
Massachusetts Broadcasting Com- 
pany, which operates WCOP, Bos- 
ton, said his personal plans were 
indefinite, but he will remain with 
WHOM until actual changeover of 
management following FCC ap- 
proval. 

The Cowles stations, besides 
WHOM and WCOP, are KRNT, 
Des Moines, Ia.; WNAX, Sioux 
City, Ia., and WOL, Washington. 


General Foods to Air 
‘Thin Man’ for Sanka 


General Foods Corporation, 
which canceled the 30-minute ‘“‘Ad- 
ventures of the Thin Man” off the 
air during last month’s flurry of 
radio sponsorship retrenchments 
(AA, May 20), will bring this 
show back in August, for a differ- 
ent product and through a differ- 
ent agency. 

The mystery drama, heard over 
CBS Sundays at 7 p.m., EDT, for 
Post Toasties and handled by 
Benton & Bowles, bowed off the 
air June 9. GF meantime retained 
the package, and last week CBS 


announced the show will return 
Aug. 11, taking the 6:30 p.m. Sun- 
day slot on CBS, this time plug- 
ging Sanka coffee through Young 
& Rubicam. The new contract is 
for 52 weeks. 


Levy Becomes Mauvel 


The Maurice Levy Company, 
New York toiletry importer and 
manufacturer, has been incorpo- 
rated under the New York laws 
as Mauvel Ltd. The company 
handles the distribution of Hy- 
gienol products, Renoir Parfums, 
and other toiletries. 


Smith to Emerson Drug 


Walter B. Smith has joined Em- 
erson Drug Company, Baltimore, 
as director of chain drug store 
sales. He will handle sales of 
Bromo-Seltzer, Jeurelle, Seven- 
teen, and Tips. 


Miss Walsh Joins Grady 

Angela D. Walsh, formerly an 
account executive of Tracy, Kent 
& Co., has joined Robert B. Grady 
Company, New York agency, in 
an executive capacity. 


pecializing 1M saveve 


...complete production of sound motion 
picture films . . for industry and education 


... recording studio, editing and laboratory 
facilities..for other film producers and 
photographic departments of other industries 


... superior 16mm duplicates with or without 
optical effects . . black and white or color 


... full information upon request 


Two cigars, scotch-taped together, were handed out at WCOP, 
Boston, on June 20, symbolizing efficiency and synchronization in 


_the program production dept. with the arrival of Assist. Prog. Mgr. 


Hank Lindquist’s new son at 7 a.m., and Prog. Mgr. Jack Maloy’s 
new daughter at 12:15 p.m... 

Leonard Dreyfuss, pres. of Newark’s United Advertising Corp., 
has turned over the chairmanship of the Newark chapter of the 
Red Cross to John C. Williams, pres. of L. Bamberger & Co., Macy 
affiliate. .. Samuel W. Meek, v.p. and director of JWT, left New 
York June 16 on the Pan American Clipper for London and the con- 
tinent to visit the company’s operations there. . . Herman Kass, 
Wickersham Press production exec., has been elected pres. of the 
Navigators, an ass’n of 
N. Y. printing plant pro- 
duction men and print- 
ing buyers... 

If you want to find 
out why you do the 
things you do, why you 
buy advertised products 
and use them, and why 
you listen to radio pro- 
grams, CBS advises a 
look into “Psychology of 
Everyday Living,” just 
completed by the net- 
work’s consulting psy- 
chologist on programs, 
Dr. Ernest Dichter. The 
book will be published 
by Barnes & Noble in 
September... 

Fred Rosen, Magazine 
Digest’s director of int’l 
editions, will leave soon 
to survey distribution 
and publishing prospects 
in every European coun- 
try...W. Parkman Ran- 
kin of Redbook has been 
elected chairman and 
Florence Feiler of Bell 
Syndicate, secretary- 
treasurer, of a new 
group of 34 Syracuse 
graduates in metropolitan New York which has organized to dis- 
cuss problems of common interest in a semi-social—professional 
society. Others in the group, all engaged in publication work, ad- 
vertising, promotion, radio, and allied fields, include Mary Margaret 
Donohue, Today’s Woman; Seymour A. Gross, Fairchild Publica- 
tions; Ray Helsel, Scholastic, and Frank Weber, Borden’s. . . 

Gil Hodges, of the New York Sun, and Mrs. Hodges were receiv- 
ing congratulations June 21 on the occasion of their 40th wedding 
anniversary. They celebrated at Atlantic City... 

Ralph L. Power, Los Angeles agency head, simplified the summer 
vacation problem by closing up shop so employes could take their 
vacations simultaneously. The office will reopen the middle of 
August... 

Members of the ad fraternity are gaining universal recognition 
these days: NBC’s research director, Hugh M. Beville Jr., has been 
awarded the Croix de Guerre with Gold Star by Gen. Charles de 
Gaulle for “exceptional war services rendered in the course of op- 
erations for the liberation of France”; Reginald T. Townsend, v.p. 
of Lennen & Mitchell, who is an officer and member of many French 
organizations in America, has been made a Chevalier of the Na- 
tional Order of the Legion of 
Honor of France, a fact relayed 
by Henri Bonnet, French Am- 
bassador to Washington, and 
Henry A. Miller, director of ad- 
vertising and public relations at 
Essex House, New York, has 
been decorated with the Order 
of Honor and Merit of the Red 
Cross by Cuba’s Ministry of 
Defense for his leadership and 
work in connection with fund 
raising and relief for the Croz 
Roja Cubana... 

The Ziff-Davis Publishing Co. 
will give a cocktail party at the 
Nat’] Advertising Art Center in 
the Graybar bldg., New York, 
in honor of ad artist and de- 
signer Clarence P. Hornung, to 
mark the publication of his new 
book, “Lettering From A to Z.” 

Reeves Lewenthal, traveling 
pres. of the Associated Ameri- 
can Artists, recently back from 
California where the association 
is building a gallery, has flown 
to Europe to complete arrange- 
ments begun on a previous trip three months ago for the establish- 
ment of galleries of contemporary American art in London and 
Paris... 

The Hole-in-One Club got a new member a couple of weeks ago 
when Joseph Dooher, Pacific Coast manager of True Story, aced 
the 125-yard 16th at the California Golf Club, San Francisco... 

Hugh Terry, manager of KLZ, Denver, has been appointed to the 
board of judges of the Civil Service div. charged with the responsi- 
bility of hearing all candidates applying for the position of exec. 
dir. of advertising and publicity for Colorado... 


SPONSOR IDENTIFIED—Henry W. Roden, left, 
president of American Home Foods, and mys- 
tery story writer, enjoys quipping as he is 
brought before CBS microphone during the 
June 22 broadcast of "Give and Take" audi- 
ence participation show, sponsored by AHF 
for Chef Boy-Ar-Dee spaghetti. Participator 
Marcaret Kiernan has just won a $100 prize 
for identifying Mr. Roden in broadcast audi- 
ence through clues given her by Emcee John 
Reed King, right, and his assistant, Jim Brown. 


DREHER'S DECADE—Monroe F. Dre- 
her, right, whose agency in Rockefeller 
Center, New York, celebrated its 20th 
anniversary recently, presents a piece 
of the anniversary cake to his father, 
Ernest A. Dreher, treasurer. 
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a of new display pieces tied in with = ments have not yet been scheduled, ; dm 
Pepperell Drive the new “The Way We Live” Magazine Pages although they are under considera- eaten en Elect 
series, O Ca : tion for future use, Apvertisinc | ¥@9sman esident 
Benton & Bowles, New York, pen mpaign AGE learned from Harry J. Camp- —_ A. a Rompe pro- 
handles the account. bell, account executive at Abbott|™motion manager of the Boston 
to Include Four amen for Bonmouton Kimball Company, Eitingon’s| Store, has been spe —— 
i ‘ . Kettering Heads New YorK—Page copy, includ- ae tg a ak etaeee kee Advertising 
: : ing two-color and perhaps four- ia Club. Frederic 
‘er. Campaigns in One Edison Centennial color insertions and spreads, in although the company foresees in- Schneller of 
y’s _C. F. Kettering, General Motors August issues of about 18 fashion dependent retail advertising tying Cramer - Kras- 
Boston—Pepperell Mfg. Com-| Vice-President, has been named Piece ‘ in with the national campaign. selt Company 
; Mig. tional chai and general publications will open 
rp. any this summer will launch a|2@tional chairman of the Thomas . : Paton rGaie was elected 
the a mM apes Bare A. Edison Centennial committee, | 2 $600,000 campaign which Motty Admen Elect Hurlb vice - president. 
is our-In-one” acvertising CaM-| with headquarters at 40 W. 40th|Eitingon, Inc., announced (AA, en Elect Hurlburt Other officers 
my paign in the most intensive pro-| St., New York. John F. Coakley,|June 24) it would put behind| Edward Hurlburt, advertising elected include 
ew motion ever made for its muslin} general advertising executive of | Bonmouton (Eitingon-dyed lamb) | manager, Ritter Company, Roches- Richard Jordan, 
n- and percale sheets and other fab-| Thomas A. Edison, Inc., has been fur. ter, has been elected president of executive direc- 
ISS, rics. appointed public relations director Fashion magazines already the Central New York Industrial tor of the Bet- 
the The campaign will blend four |0f the committee. scheduled are Charm. Glamour,|A4vettisers Association. Others ter Business 
separate series of magazine adver- An educational campaign will H % B ° d 4 lle. elected include: Vice-president, J. A. Deglman Bureau, treas- 
tisements into an over-all promo-| Start in September and national arper’s Bazaar, Mademoiselle,| James Christy, Eastman Kodak|urer, and Burton Hotvedt, sales 
ti f the P il q|Promotion in mid-November. A Seventeen, Town & Country and| Company, and secretary-treasurer, | Promotion manager of Blackhawk 
1On) One te ye peres mame anc'|plans book has been prepared to| Vogue; and general publications| Lawrence Sterling, Ed Wolff &| Mfg. Company, secretary. 
ogre wr ae ge es a Beteer aid eee direct adver-|include The American Weekly,| Associates. ——_—__—_ 
ce) “ a in etter | tising is planned. ide’ i ; ies’ een 
Pea eee Home’ Journal, Life. The New| Cunningham to F&S6R |Names Stanley Gross 
_ Journal and McCall’s, followed by . y ; : unningham to High Rock Ginger Ale Company, 
: Now Gilbert Sutton, Inc. | Yorker, The Saturday Evening é, 
a series of black-and-white page 45 4 Post and This Week. The maga- W. D. Cunningham, previously | Norfolk, Va., has named Stanley S. 
ads in Life, a series of page and Sutton & O’Brien, Inc., New|“. a ion in the advertising department of|Gross & Associates, Norfolk, to 
tera<thhinds ’ page ads in Farm| York advertising art service, has | 2!n€ section of the New York | Westinghouse Electric Corporation,| handle its advertising and sales 
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mapa ts —_ oo ecessjur| ton, Inc., Advertising Art. Newspaper and radio advertise-| Fuller & Smith & Ross, New York.! Aug. 1. 
Farming and a full-page series in 
Newsweek. The drive will continue rs 
through next spring. 
Several Themes Used See 
Foundation of the four-way’ SsKAY 
campaign will be “The Way We a i Cees 
Live” series breaking in August — = mL 
and September in the _ three 2 a 
women’s magazines. The first ad, 3 - 
captioned “Monday Morning,” fea- 
P tures a highly detailed painting 
eft, of a neighborhood scene by Ric 
~~ Howard. Copy plugs muslin and 
is 
the percale sheets and Pepperell 
idi- blankets, with emphasis put on 
HF Pepperell’s distinctive packaging. 
tor The ads in Life, to start Sept. 
rize 16, will stress quality of the fabrics 
idi- and finer points of the company’s 
ohn production. The third series, in 
_ Look and farm magazines, will 
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company. 
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Emerson Exhibits 
‘Chair-side’ Video 

Emerson Radio & Phonograph 
Corporation unveiled its first post- 
war television receivers in New 
York recently, the most eyecatch- 
ing model being a “chair-side” 
console with 10-inch screen and 
a standard radio, to sell for about 
$250. The one other set shown 
was a table model with 7-inch 
screen, television sight and sound 
but no radio, to sell for $150. 

Benjamin Abrams, president of 
Emerson, said production of the 
two models will begin this month, 
display models will reach retail 
stores in August, and output of the 
sets will reach full swing by Sep- 
tember. He predicted Emerson 
will turn out 8,000 to 10,000 sets 
this year. Also exhibited was a 


No. { Publication 
in a No. { Market 


WoOoD 
PRODUCTS 


For Detailed 
Reference Data 


THE MARKET 


DATA BOOK 
Business 
Publications 
Edition 


FM-AM 
priced to sell for $80. 


new ___—i table-model 


set 


‘Spice Mill’ to Show 
Food Packaging Ideas 


Significant trends in postwar 
packaging of coffee, tea, spice, 
flavors, condiments and related 
products will be displayed by the 
1946 food packaging show, spon- 
sored for the tenth year by the 
Spice Mill, at the annual conven- 
tion of the National Coffee Asso- 
ciation in Chicago, Sept. 9-11. 
Deadline for receipt of entries is 
Aug. 5. 

Blue ribbon certificates are 
awarded annually to the most 
successful packages, as_ selected 
by three judges. Containers may 
be metal, glass, paper or composi- 
tion materials, and shipping cases, 
floor and counter displays may 
also be entered. 

This year’s judges are Walter 
Dorwin Teague, industrial de- 
signer, Richard F. Bach, dean of 
education and extension of the 
Metropolitan Museum of Art, New 
York, and Clementine Paddleford, 
food editor of the New York 
Herald Tribune. 


watch out, 


salmon! 


That fly was tied by an expert 


who knows what you like from years of study. 


His cast is calculated to land you. 


Fly fishermen are as nuts about their hobby 


as we are about our specialty: Photo-Offset.* 


We spend spare time figuring new angles, 


improving processes and equipment. The result? 


We land the work of buyers who know what offset 


printing can do when handled by specialists. 


C.M.&H. Offset Printing Co. » 


63 WEST GRAND AVENUE, CHICAGO 10 


WHltehall 5957 


AN ADVANCED TECHN 
OF OFFSET REPRODUCT 
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BUSINESS PAPER ADVERTISING VOLUME FOR JUNE 
AND FIRST SIX MONTHS OF 1946 


Unless otherwise noted, all publications are monthlies and have standard 7x10 type pages. These figures, compiled by Indus- 


trial Marketing, must not be quoted or 


reproduced without permission. 


Bn a ra Fhe Oty Menthe 
— es——, ,;——Pages—— —eee See 
1946 1945 1946 1945 1946 1945 1946 1945 

Industrial Group West Coast Lumberman..... *118 *111 681 656 
I IE  i5b:4.606405.8:245:K% *1114 *274 718 1,703 | Western Construction News. 108 116 651 653 
Air Conditioning & Refriger- Ww eS ae aE *73 *74 432 411 

ation News (w) (11%x16). 358 48 845 262 Woodworking Digest 
American Aviation (semi-mo.) *163 *98 379 590 SEND) Nacdhedudessedwis *113 *101 609 555 
American Builder .......... 127 114 749 723 
BURIED. GAT. cidcciccscese 102 123 653 625 (| UR RR See ere ree re 15,741 17,597 96,1388 101,243 
American Machinist (bi-w). *||514 *545 8,260 3,532 
Architectural Forum ....... 123 161 815 990 Trade Group 
Architectural Record ....... *180 *149 749 782 American Artisan .......... 88 88 643 590 
Automotive & Aviation In- American Druggist ......... 156 183 1,063 874 

dustries (semi-mo.) ...... 259 860 1,663 2,082 | Boot & Shoe Recorder 
Aviation Maintenance ..... 64 102 425 599 (SOMIANO) .nccccccocsecss. *168 *160 1,061 8382 
Bakers’ Helper (bi-w) §236 1,034 917 | Buildin Supply News...... 85 719 717 585 
iO A 81 883 362 | Chain Store Age— 
ee 40 226 209 Administration Edition 
Brick & Clay Record *29 220 188 GOMMTIMOMIOR 6 sccivie veces 36 33 196 198 
Bus Transportation ......... 167 976 963 Druggist Edition ......... 145 98 887 689 
Butane-Propane News 64 446 847 Fountain Restaurant ..... 28 25 160 128 
OS SS res *$102 708 659 General Merchandise Va- 
Ceramic Industry .......... *52 404 877 riety Store Editions..... $156 151 959 752 
Chemical & Engineering News 115 15 671 456 Grocery Editions ......... 85 81 670 548 
Chemical Industries ........ *1103 #117 649 677 | Commercial Car Journal.... 207 195 1,248 1,155 
Chemical & Metallurgical En- Domestic Engineering ...... 148 153 863 81 

INE 5.5: 44)4:4'0 914.0-0.0's;0 8:0 1336 840 1,985 2,087 | Electrical Merchandising 
Civil Engineering ........... 41 38 242 228 SEE. .caskcnadseuens oases *146 *147 971 857 
i a Pepe 1122 164 923 894 | Electrical Wholesaling ..... 185 88 585 491 
Construction Digest (bi-w).. *||120 *102 728 601 | Farm Implement News (bi-w) _ ||144 119 928 744 
Construction Methods (9x12). 128 129 809 790 | Fueloil & Oil Heat.......... 75 69 516 884 
reer eee 38 36 275 272 | Geyer’s Topics .............- 97 80 509 508 
Contractors & Engineers PT eee 18 10 71 58 

Monthly (9%x14) ......... 47 58 340 3338 Hardware Age (bi-w)...... 812 249 2,223 1,598 
RE 2 id dainds bias dt cise ek's-0 146 155 919 862 | Hosiery & Underwear Review 117 4116 748 708 
Diesel Progress (8% 11).... 65 99 398 558 | Jeweler’s Circular—Keystone. 316 201 1,796 1,160 
Electric Light & Power...... 84 119 459 538 | Lingerie Merchandising ..... 64 #56 388 820 
Electrical Contracting ...... 128 128 747 738 | Liquor Store & Dispenser... 61 63 407 854 
Electrical South ............ 42 48 288 268 | Men’s Reporter (9x11%).... 182 187 960 901 
Electrical West ............ $107 §110 530 518 | Mill Supplies ............... 235 240 1,426 1,485 
Electrical World (w) ...... 266 307 1,526 ks Ree ree 157 147 885 810 
IOS 5s cbx0060600saee *@235 331 1,488 1,976 | Motor age ee eccccsccseccess 119 116 709 690 
Engineering & Mining NJ (National Jeweler) 

oo Se Soe 1142 162 786 871 (SYXT5) wwe ceceescocese 823 214 1,805 1,848 
Engineering News Record (w) = *||348 *854 2,201 2,261 | Office Appliances (6 5/6x10). 11438 132 887 788 
Factory Management & Photographic Trade News... 888 °65 580 864 

en a Oe 822 852 1,884 2,149 | Plumbing & Heating Journal 44 51 291 278 
Fire Engineering ........... 40 49 269 273 Sheet Metal Worker......... *65 *65 422 430 
Food Industries . 177 1,112 1,008 Southern Automotive Journal 109 80 682 495 
POURGIG ovccccce 240 1,246 1,297 | Southern Hardware ........ 87 86 550 491 
| eee ae ee 46 275 261 | Sporting Goods Dealer...... 1185 81 1,185 578 
Gas Age (bi-w) *1109 558 553 | Syndicate Store Merchandiser 
Heating, Piping & Air Condi- errr res lll 97 714 600 

CE. obi ee Rade nee eee 5.4 115 123 819 827 
Heating & Ventilating....... 66 85 481 458 rrr rrr, errr 4,525 8,905 28,505 28,538 
Industrial & Engineering Export Group 

Chemistry (two editions) ). 161 150 997 903 | American Automobile (Over- 

Industrial Finishing (44%x6%4) 85 91 509 505 seas Edition) .....s..s0s- 48 33 872 821 

Industry & Power........... 148 154 809 863 | American Exporter (2 editions) 387 1450 2,782 1,778 

oe PS ee errrrre *+622 *693 4,073 4,806 | Automovil Americano ....... 67 59 512 464 

TAEEE BOM os ikcaccecccas 6*76 14 518 428 COMINGR YF CRMOGs 6i.ccdccéces 627 145 158 118 

Machine Design ............ *266 *842 1,644 1,821 | Farmaceutico ............... 60 43 414 372 

Machine Tool Blue Book Hacienda (two editions) 108 101 714 704 
rere frre e 298 364 1,875 2,167 | Ingenieria Internacional 

eee re toner 346 871 2,082 2,139 Onstruccion§ ....++++...0. 81 90 485 493 

Manufacturers Record ..... 51 §152 847 481 | Ingenieria Internacional 

Marine Engineering & Ship- DE. Gca< aus dbnGewdas 114 111 731 759 

Dit ROVIOW scsscscaccces 151 275 =: 11,082 1,654 | Oficina Mecanica Moderna 
Materials & Methods........ 187 230 1,133 1,282 (quarterly) ..ecccccoesoss 123 131 249 249 
Mechanical Engineering .... 122 132 708 175 Petroleo Interamericano .... §®111 7129 484 367 
Mechanization (4}$x7};) .... 84 92 506 533 Revista Aereo Latino America *125 *37 152 222 
Metal Finishing ............ 78 776 42h 448 | Revista Rotaria ............ 12 11 79 59 
Metal Progress ............ 152 186 980 994 | Spanish Oral Hygiene 
Mil G& BOGROTy ccc ccccceccs 248 824 1,637 1,855 (4feX7T He) nceccecccscccecs 50 44 299 264 
Mining & Metallurgy ....... 55 34 200 186 | Taller Mecanico Moderno 
Modern Machine Shop ere ere 123 131 249 249 

WIEMO UE) chcscccesinsses 807 845 1,989 1,998 | World Petroleum ........... 63 7 _ 889 403 
Modern Packaging ......... *144 *1438 928 790 
Modern Plastics ............ *186 *183 1,107 1,055 Total .ncsccssccscccccsecs 1,394 1,486 8,069 6,817 
National Bottlers’ Gazette... 129 118 7152 679 Class Group 
National Petroleum News (w) 135 147 808 802 | Advertising Age (4) 

National Provisioner (w)...  ||t163 t141 889 7157 8 ae reer 8219 200 1,397 1,128 
Oil & Gas Journal (w)...... *|$585 *$570 8,079 8,099 | American Funeral Director.. 165 53 406 814 
Oil Weekly (w) ............ *$/9287 = *8265— 1,685 ~=—:1,581 | American Hairdresser 86 63 464 363 
Organic aaning Reon 6s 1 17 83 101 | American Restaurant .. 87 70 546 423 
Paper Industry Paper Banking (7x10x3/16) 50 70 378 418 
Me Ae 88 93 558 569 | Dental Survey ......... 148 148 851 863 
Paper Mill News (w)....... *$1160 *175 767 714 | Distribution Age ....... 77 63 461 340 
Paper Trade Journal (w).... *§/220 *§197 1,212 1,039 | Hospital Management 82 76 489 425 
Petroleum Engineer ........ 154 172 1,037 1,102 | Hotel Management ......... 93 84 615 585 
Petroleum Refiner .......... 1195 214 1,097 ~=—:1,245 | Hotel World Review (w) - 
ss SS Seer ee *105 *94 769 702 (O3GK14) nrncsccescccccece *$T47 *$38 249 201 
errr 265 305 =: 1,498 1,640 | Industrial Marketing ....... 112 128 703 710 
Power Plant Enginering..... 132 148 78 876 | Medical Economics (4%x6%) 122 94 772 616 
Practical Builder (10%x15). 29 26 191 165 Modern Beauty Shop ....... 118 67 617 879 
| Rr re errr 58 54 370 344 | Modern Medicine (4%4x6%).. 155 125 964 808 
Product Engineering ........ *808 *364 1,951 2,188 | Occupational Hazards 
Production Engineering & LU, =e 50 61 259 241 

ee Cree 101 146 664 922 | Oral Hygiene (4;,x7y%5) ..... 144 151 860 872 
Products Finishing (4%x6%) 78 88 421 484 | Restaurant Management .... 72 69 452 401 
Progressive Architecture 94 105 541 568 | Scholastic Coach ........... $32 21 199 148 
oS arr 247 268 1,598 1,591 | School Management ; 

Railway Age (w)........... $1278 $293 1,878 1,908 (OGXI1%) ones see sscceeee 23 ty 195 136 
Railway Purchases & Stores. 125 132 787 795 | Traffic World (w) .......... 120 1l 683 656 
Ne eee 83 91 526 523 
ee ED. oc hccacsces $124 99 644 581 EE: 448419 565564040 OEO 1,897 1,717 =—:11,560 9,977 
Sewage Works Engineering. . 82 27 151 151 are ; 
Southern Power & Industry. 96 120 623 711 _*Includes classified advertising. §Includes special issue. 4Es- 
8 ae ari ae *\474 583 3,180 3,474 timated. ||Last issue estimated. jfLast two issues estimated. 
gupery EE AS ooo ok Dag 4 15 25 112 147 | @Two issues. “Three issues. *Four issues. tFive issues. #Es- 
Telephone Engineer ......... *46 *44 318 339 | tablished July, 1945. Formerly Part II of Hosiery & Underwear 
TelepnOMy (W) ..ccsrccseees *$7114 *$f117 739 677 Review. ‘*Not including Lingerie Merchandising now published 
MURINE WORN. oi vccceccscvas 196 190 1,224 1,105 | separately. °Monthly starting July, 1945, Monthly starting 
UR. niin 656068600 55: *95 *96 589 574 | January, 1946. 7Not including Organic Finishing now published 
Tool & Die Journal (5x7%). 130 172 881 1,114 separately. *Standard 7x10 inch type pages starting May, 1946. 
Water Works Engineering *Figures based on 942x134 inch type pages. {May and June 
eee 61 60 387 387 issues combined. ” 
Water & Sewage Works..... 74 §154 461 421 Correction: May, 1946, figures for Oil Weekly should have 
Welding Engineer .......... *73 *81 423 455 been 399 pages instead of 216 pages. 
B © P year. scored a six-month gain of 7.9%, 
usiness aper S Thirty-one trade publications,| with 64 papers reporting a total 


Post 1.9% Gain 
for Six Months 


Cuicaco—With industrial pub- 
lications on the loss side of the 
ledger, the volume of advertising 
in business papers during the first 
half of 1946 ran only 1.9% ahead 
of the corresponding ’45 period, 
according to a compilation by In- 
dustrial Marketing. June _ issues 
dropped 4.6% below last year’s 
volume. 

The 172 publications reporting 
to Industrial Marketing carried a 
total of 144,272 pages of advertis- 
ing during the six-month period, 
compared with 141,570 pages last 
year. The industrial group was 
off 5%, with a total of 96,138 
pages run by 106 publications. 


compared with 101,243 pages last 


with 28,505 pages, marked up the 
largest six-month gain, 21.1% 
above last year’s 23,533 pages. In 
the export group, 15 papers were 
18.4% ahead, with 8,069 pages as 
compared with 6,817 in  ’45. 
Twenty class publications were 
15.9% ahead, carrying 11,560 pages 
as compared with 9,977. 

June issues of industrial papers 
lost 10.5% in ad volume, with 
15,741 pages, compared with 17,- 
597 in June, 1945. Export papers 
were off 6.2%, running 1,394 
pages as compared with 1,486. The 
trade group marked up a 15.9% 
gain, biggest for the month, with 
4,525 pages as compared with 
3,905. Class publications carried 
a total of 1,897 pages, up 10.5% 
from the 1,717 pages of a year 
ago. 

Canadian business publications 


of 18,293 pages, as compared with 
16,959 pages a year ago. 

In the industrial classification, 
23 publications added 40 pages 
for a total of 7,742, up 0.5%. Trade 
papers showed the biggest ad- 
vance, 25%, with 29 publications 
moving up from 5,573 to 6,969 
pages. A dozen class publications 
lost 2.8% in total volume, with 
3,582 pages as compared with 
3,684 pages a year ago. 


Television Paper Bows 


Publication of Television Ana- 
lyst, a bi-weekly service providing 
surveys and analyses of television 
programming, production and ad- 
vertising, has been announced by 
Television Analyst, Inc., New 
York. No advertising will be car- 
ried in the publication, which will 
be available on subscription only 
at $65 a year. 


_———— 
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Hepcat Yelling, 
Announcer ‘Wit’ 
Banned by Mutual 


Hollywood, July 2.— Yelling 
and whistling by ballroom hep- 
cats -whenever the Mutual net- 
work picks up a “dance band re- 
mote” are not only going to be 
remote hereafter—they’re going to 
be practically impossible. 

Charles Bulotti Jr., program di- 
rector of the Mutual Don Lee 
Broadcasting System, has ruled 
out all forms of synthetic en- 
thusiasm displayed when a band 
starts its theme song on the air, 
as well as any ad-libbing by an- 
nouncers who fancy themselves as 
comics “without wit or script.” 

In his ukase forbidding band 
leaders to “yammer yammer” into 
the mike, Mr. Bulotti also ob- 
served that the familiar ballroom 
and dance hall commotion makes 
it sound “like a noisy saloon filled 
with bawdy characters intent on 
drowning out the music.” His 
seven new rules cracking down 
on offensive practices include: 

1. No joking or humor by an- 
nouncers; short, simple sentences. 

2. Band leaders will not be al- 
lowed to speak on the air, except 
in special cases which must be 
referred to his office. 

3. No boisterous applause or 
yelling; absolutely no whistling. 

4. No lag between the end of 
a tune and the announcement of 
the next number. 

5. Only three 15-second credits 
to the remote point in a half-hour 
show, and two credits in a 15- 
minute broadcast. 

6. Short opening theme not to 
exceed 45 seconds. 

7. Opening credit to be read 
not later than 20 seconds after 
theme has started, and closing 
credit to be read through to 
coupling with announcer’s name 
and system cue. 


Plans Jewelry Campaign 

Freeman-Daughaday Company, 
Providence, manufacturer of men’s 
jewelry, has planned a campaign 
around its Triplet by Nu-Lok, a 
three-way jewelry 
consisting of detachable key ring, 
money clip and Waldemar chain. 
Two-color pages and half-pages 
will be used in consumer maga- 
zines and trade publications. James 
Thomas Chirurg Company, Bos- 
ton and New York, handles the 
account. 


St PETERSBURG 


UP 375% 
IN FIVE YEARS 


combination |. 


BANK DEPOSITS|. 


Technical ‘Digest’ 
to Accept Advertising 


McGraw-Hill Digest, an over- 
seas technical publication launched 
this spring, will accept advertis- 
ing beginning with its October 
issue. Advertising space will be 
limited to 16 pages plus covers, 
and the initial rate card sets a 
one-time page rate of $400. Mini- 
mum guaranteed circulation is 
20,000 copies. 


Pfister Joins Stearns 

Leonard Pfister, formerly man- 
ager of the Philadelphia office of 
E. R. Squibb & Sons, has been 
appointed general sales manager 
of Frederick Stearns & Co. of 
Canada Ltd., where he will be 
responsible for all sales functions 
of both Stearns and the Nyal 
Company Ltd., in the Dominion, 
and for the direction of the field 
forces. 


Ayer Drops Bermuda 

N. W. Ayer & Son has resigned 
the Bermuda Trade Development 
Board account, which it has had 
for many years. 


Buyers Stampede 
in Soap Sale Riot 


Cincinnati, July 2. — Shillito 
Department Store is still wearily 
pulling itself together after more 
than 6,000 customers recently 
gouged, shoved and banged away 
at each other to get—not nylons— 
but a promised six boxes of soap 
flakes or soap powder per cus- 
tomer. The stampede cleaned out 
in a two-hour riot a supply that 
store officials hopefully thought 
would last all day. In the rush, 
clerks found themselves standing 
on counters directing traffic. By 
11:30 a.m., the battle had ended 
with no casualties reported. 


Named by Republicans 


Edward T. Ingle, at one time 
in NBC’s press department, and 
more recently director of infor- 
mation for the War Manpower 
Commission, has been appointed 
radio director of the Republican 
National Committee’s publicity di- 
vision. 


Paint Firm Names Three 
Harry L. Ault, advertising man- 
ager of the trade sales division of 
American-Marietta Company, Chi- 
cago paint manufacturer, will also 
assume the sales promotion re- 
sponsibilities of the newly created 
retail stores division. Robert A. 
Ornberg has been appointed ad- 
vertising manager in charge of in- 
dustrial divisions, and Bob Waid- 
ler, production manager, has been 
named head of the newly created 
public relations department. 


43 
Joins Fashion Advertising 


Florence Wiener, formerly 
ready-to-wear fashion copywriter 
with R. H. Macy & Co., New York, 
has joined the staff "of Fashion 
Advertising Company. 


Harris Joins ‘Parents’ ’ 
William J. Harris, formerly ad- 

vertising manager of My Baby, 

New York, has joined the fashion 


advertising staff of Parents’ Maga- 
zine, New York. 


540 N. MICHIGAN AVE., 185 N. WABASH AVE. 
410 N. MICHIGAN AVE., 111 €. DELAWARE STREET 
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The Enquirer shows the largest 
circulation gain of any Cincinnati 


newspaper durin 


g the past |O years. 


Bank deposits in this city jumped 
from $21,793,398 to $103,596,976 in the 
past five years — just one sign of the 
buying power of this fast-growing 
town. 


The Tampa-St. Petersburg market is 
one of the best in the South — and St. 
Petersburg is 40% of it... To cover 
this rich St. Petersburg area, advertise 
in St. Petersburg’s own daily news- 
papers. 


ST. PETERSBURG, FLORIDA 
TIMES (M & S) and © 


INDEPENDENT (E) oe 


Reorcsented notional!» 


Theis & Simpson Co., Inc, 


In Florida by V. J. Ovenaur, Jr, Jocksoreiltie 


“But what I get out of it is that Solid Cincinnati reads The Cincinnati Enquirer” 


Quite right. The big thing about The Enquirer is that it reaches Solid 
Cincinnati. But a circulation gain of 46.1% for The Daily Enquirer and a 
15.0% gain for The Sunday Enquirer during the past ten years, are not 
something we exactly want to keep as top-drawer secrets. Nor the fact that 
while the circulation of The Enquirer was making this solid growth, the 
circulation of, the two afternoon papers slipped off 7.0 and 9.5 percent. 
Today, The Enquirer enables you to reach more of the solid, substantial 
families of this great 1,155,703 population market than ever before. Repre- 
sented by Paul Block and Associates. 


Use The Cincinnati Enquirer to get in solid with Solid Cincinnati 
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Fieldston, Gimbels Sued 


A patent suit has been filed in 
the United States District Court, 
southern district of New York, by 
Eversharp, Inc., Eberhard Faber 
Corporation and Eterpen S. A., 
against the Fieldston Pen Corpo- 
ration and Gimbel Brothers, Inc., 
for patent infringement based on 
the-sale of the new Fieldston pen 
which was placed on sale at Gim- 
bel Brothers in New York. 


Appoints Fairfax Agency | 


Preferred Accident Insurance 
Company,. New York, has ap- 
pointed the H. W. Fairfax Adver- 
tising Agency, New York. 
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431 5. Dearborn St., Chicago 5, Illinois 


McKelvy Promotes 
Hines to Ad Manager 


Benjamin M. Hines has been 
promoted to advertising manager 
of Alfred D. McKelvy Company, 
New York, 
manufacturer of 
Seaforth toilet- 
ries for men. 
He was former- 
ly sales promo- 
tion manager. of 
the company. 

Before join- 
ing the com- 
pany he was 
assistant to H. 
S. Richardson, 
chairman of the 
board of Vick 
Chemical Company, New York. 


B. M. Hines 


Offer Premium Service 

C. Parker Libby dnd Harry A. 
Perry have organized Libby & 
Perry, a sales promotion and pre- 
mium counsel firm with offices in 
the Loew’s State Theater building, 
Boston. 
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THE CHICAGO SUN 


400 West Madison St., Chicago 6, III. ¢ 250 Park Ave., New York 17, N. Y. 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue +» NEW YORK: 230 Park Avenue . 
Atlanta+ Charlotte» Dallas» Detroit + Kansas City « Los Angeles « Memphis « St. Lonis»+San Francisco 


Offers You 
The Largest Paid 
Circulation in the 
Automotive Industry 


NEW YORK 
1501 Broadway 
Tom F. Langan 


DETROIT 
6432 Cass Ave. 
J. C. Ely 


CINCINNATI . . . 22 East 12th St. 
119 PUBLICATION OFFICES 


CHICAGO 
141 W. Jackson Bivd. 
Frank X. Finn 


LOS ANGELES 
403 W. Eighth St. 
R. H. Deibler 


Basic Consumer 
Study Planned 
for Argentina 


New York, July 2.— The first 
thorough basic consumer study of 
a foreign market will get under 
way in Buenos Aires in about 60 
days, if nothing mars the plans 
of the Export Advertising Asso- 


‘| ciation. 


As reported by G. Allen Reeder, 
director of research of Carstairs 
Distillers Corporation and chair- 
man of the association’s research 
committee, the study will seek to 
evaluate the sales potential of the 
market for both consumer and 
durable goods, 

As secondary objectives, the 
survey will attempt to adapt 
American methods to a Spanish- 
speaking country, and will see 
what alterations, if any, must be 
made in basic research procedure. 


Five Points Covered 


The survey will attempt to de- 
termine (1) possessions and pur- 
chases by individuals and fam- 
ilies; (2) buying and spending 
habits in relation to income, cul- 
tural level, tradition and meth- 
ods of determining spendable in- 
come at local currency levels; (3) 
distribution outlets for consumer 
and durable goods; (4) occupation 
of head of family; (5) exposure to 
media. 

Procedure-wise, the committee 
will divide the city into a number 
of representative areas. Then 300 
test questionnaires will be used 
in a representative sampling of 
each area. Based on results of this 
pre-test, the questionnaire will be 
revised. Then 2,000 final inter- 
views will be made, from which 
the necessary data is expected to 
result. 


Seek Top-Notch Director 


The committee is currently 
looking for a research director to 
handle the investigation, and is 
trying to find a top-notch man. 
It is expected that the man super- 
vising the job will go to Buenos 
Aires and train interviewers, and 
be present during preliminary and 
final interviews. It is expected 
that two months will be consumed 
in doing the job. ADVERTISING AGE 
was told last week that the re- 
search director will be paid $2,000 
a month. 

The survey will be financed by 
the Export Advertising Associa- 
tion, according to present plans, 
and its results will be given only 
to members of the group. 


Federated Mills and 
Golden Fleece Combined 


Golden Fleece Company and 
Federated Mills have been merged 
to form Golden Fleece Corpora- 
tion, 347 Fifth Ave., New York, 
with Paul Miller as__ president, 
Joseph Englander, chairman of the 
board and treasurer, and Paul 
Miller Jr., secretary. Golden 
Fleece Company was formed in 
1945 to act as a selling company 
for the products of Federated 
Mills. 

The new corporation’s principal 
concern will be the production 
and marketing of Golden Fleece 
four-ply handkerchief tissues, 
which will be promoted in na- 
tional magazines, using full color. 
Gray & Rogers, Philadelphia, 
handles the account. 


Alco Names Manterfield 


E. W. Manterfield Jr., deputy 
chief of the public relations office 
for the Army chief of transporta- 
tion, Washington, and before that 
assistant director of public rela- 
tions for Pennsylvania - Central 
Airlines, Pittsburgh and Washing- 
ton, has joined the public relations 
staff of the American Locomotive 
Company, New York. 


FOUR A'S COUNCIL MEETS—Fairfax M. Cone, of Foote, Cone & Belding, 

Chicago, reads a script at a recent meeting of the Central Council of the 

Four A's. Listeners are, left to right: M. Lewis Goodkind, Goodkind, Joice & 

Morgan, secretary-treasurer of fhe group; Frederic R. Gamble, president of the 

Four A's; Arthur R. Mogge, Arthur R. Mogge, Inc., chairman of the council, 
. and Melvin Brorby of Needham, Louis & Brorby. 


Ward Appoints Two 


Merritt C. Penticoff, who has 
been in various divisions of mail 
order and retail fields, has been 
appointed general manager of 
Montgomery Ward & Co.’s “A” 
stores located in larger cities. K. B. 
Haas, for the past eight years field 
representative for Business Edu- 
cation Service, U. S. Office of 
Education, has been named retail 
training director, with headquar- 
ters in Chicago. 


Jr. Adwomen Elect 


Margie Crawford, assistant pro- 
duction manager of Western War 
Surplus Stores, has been elected 
president of the Los Angeles 
Junior Advertising Women. Others 
elected are: Marjorie Gilbrech, 
Sunset Magazine, vice-president; 
June Young, Philip J. Meany Com- 
pany, recording secretary; LoVina 
Beatty, Catalina Knitting Mi£ills, 
corresponding secretary, and Phyl- 


lis Thometz, The Tidings, treas- 
urer, 


“Let’s see mow—I’m sure it isn’t the 
se Ranger’s horse Silver, on WF DF 
int.” 


S life & affairs 


Delhi — Capital City of 
home of the Hi 


India — is the 
industan Times (in Eng- 


— lish) and Hindustan (in Hindi), the 


2. ‘a most popular 


Dailies in Upper and 


iad Northern India. Their Nationalist policy 


finds ready acceptance among the middle 
and upper classes of a vast area which 
stretches as far South as Jubbulpore and 
North to the limits of the Frontier Prov- 
ince. Well-produced, brightly edited and 
with an up-to-the-minute news service, 
the Hindustan Times and Hindustan 
stitute media of the first importance to 
advertisers. You will find through them 
a ready response from a public whose 
standards of living are constantly improv- 
ing and whose needs in a wide variety 
of goods are steadily increasing. 


con- 


The Frindustan Tunes 


(in English) | 


Hindustan 


(in Hindi) ' 
Let Upper and Northern India know what you have to sell through 
the advertising columns of the two papers with the largest circulation 


in these areas. 


Rates, specimens and full particulars from: 


THE HINDUSTAN TIMES, LTD. 


2/3, SALISBURY COURT, FLEET STREET, LONDON, E. C. 4. 
Cables Hintimes London 
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Advertising Age, July 8, 1946 


Airlines’ Ad, 
Public Relations 
Budgets Rise 25% 


Washington, July 2.—Domestic 
ailines’ advertising and publicity 
expenditures for the first two 
months of 1946 ran 25% ahead of 
the comparable 1945 period, ac- 
cording to Civil Aeronautics Board 
reports. 

The total for 20 carriers 
amounted to $1,136,850 for Janu- 
ary and February, compared with 
$896,641 for the same months a 
year ago. American Airlines, with 
$310,454 for the two months, was 
the biggest spender. United, with 
$198,828, was second and TWA, 
with $162,194, ran third. . Ranking 
of the top three was unchanged 
from a year ago, but expenditures 
in each case were up. 

Over-all net revenue from oper- 
ations showed a loss of $3,763,861, 
compared with a profit of $4,110,- 
876 a year ago, despite an increase 
from 20,000,000 to 30,000,000 in 
the number of passengers carried. 


Expenses Up, Too 


The differences were incurred 
under the headings “passenger 
service expenses,” which were up 
from $1,900,000 to $3,322,000; 
“traffic and sales,” up from $2,- 
313,742 to $4,492,000; “ground op- 
erations,” up from $4,787,000 to 
$7,981,000, and “flying operations,” 
up from $5,566,000 to $9,142,000. 

Total advertising and publicity 
for the 12 months ending Feb. 28, 
1946, was $6,998,095, compared 
with $5,440,078 for the same 
period ending Feb. 28, 1945. Each 
of the top three airlines spent 
more than $1,000,000 for the year. 
American spent $1,678,284, com- 
pared with $1,395,622 for the year 
ending Feb. 28, 1945; United, $1,- 
409,256, compared with $1,201,- 
460; and TWA, $1,077,121, com- 
pared with $930,392. 

Of the 20 airlines, 13 showed 
increases in their advertising and 
publicity for the two months. Five 
reported decreases, and one line 
failed to report. 

Here are the comparative figures 
for advertising and publicity: 


Line 1946 1945 
All American ...$ 984 $ 1,019 
MIMOPICANR ....... 310,454 225,126 
Peer 38,343 51,540 
Caribbean Atl. . 1,015 82 
Chicago & South- 

Deedee eues ss 22,735 7,319 
COGROMERR cccicecs 16,830 5,251 
Continental ..... 12,701 14,560 
DEL 664 64:6:4.4.4:6 50,470 29,002 
MENGE. a ccdececs 101,314 138,697 
DE, aPacacecis 1,919 ibs 
Mawelian ......; 3,285 4,119 


PRINTING 


AITHORN service is 
peck maa aramrd 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Whitehall 2300. 


a 


Faithorn Corporation 
400 N. Rush St., Chicago 11, Illinois 


A Complete Day and Night Service for 
- Advertisers and Advertising Agencies 


Sa 8,252 2,905 
Mid-Continent ‘14,650 10,889 
National ........ 20,475 11,646 
Northeast ....... am 25,161 
Northwest ....,. 51,489 20,877 
Penn-Central 68,189 36,984 
po) ey ee 162,194 153,126 
eee 198,828 181,749 
Western Air 32,451 18,343 
| Ee eres Che $1,136,850 $896,641 


Breitenbach to Grey 


Grey Advertising Agency, New 
York, has been appointed to 
handle the advertising of M. J. 
Breitenbach Company, New York, 
manufacturer of Gude’s Pepto 
Mangan. The agency also an- 
nounced the addition of three to 
its copy staff—Ann E. Merrill, 
Leonard Stein and Ferdinand 
Ziegler. 


Cameron Rejoins Lamar 

T. F. Cameron Jr., assistant 
manager of the Jackson, Miss., 
office of Lamar Advertising Com- 
pany before serving as a captain 
in the Army air forces during the 
war, has rejoined the outdoor ad- 
vertising company as manager of 
the Jackson office. 


Ken Dennett Heads 
Chicago Legion Post 


Kenneth Dennett, western man- 
ager of O’Mara & Ormsbee, was 
elected commander of Chicago 
Post 170, American Legion, at the 
annual meeting June 24. He suc- 
ceeds Otis Beeman, Wallace-Ferry- 
Hanly Company, who becomes 
chairman. 

Other officers named include: 
First vice -commander, Herbert 
Craig, Hearst Advertising Service; 
second vice-commander, Thomas 
G. Duggan, Paul Block & Asso- 
ciates; third vice-commander, Paul 
V. Elsberry, Scheerer & Co.; treas- 
urer, William M. Haag, Herbert 
Bielefeld, Inc., and adjutant, 
James, D..Kysor, Foote, Cone & 
Belding. 


Gillette Names MacLaren 


Gillette Safety Razor Company 
of Canada has named the Montreal 
office. of MacLaren Advertising 
Company to direct its Canadian 
advertising. The company will 
continue its regular newspaper ad- 
vertising and radio program, 


“Cavalcade of Sports.” 


JWT Moves 


L. A. Office 


J. Walter Thompson Company 
has moved its Los Angeles office 
to a newly renovated two-story 
building at 645 S. Flower St. Nor- 
ton W. Mogge is vice-president in 
charge of the office. 


45 
Oil & Gas Group Appoint 


Western Oil & Gas Association, 
Los Angeles, has appointed John 
J. Synon, formerly account ex- 
ecutive of Jos. W. Hicks Organi- 
zation, Chicago, as its special pub- 
lic relations representative. 


If You have a Product Story 


you can te. 1t BEST 


in the publication that is 
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Reaches Every Doctor A 


.-- Every Month 
MEDICINE « 


*“Remember Paul Bunyan, Bud? Re- 
member how he used Lake Superior for a 
bath tub and combed his whiskers with a 


90-foot pine tree? 


‘‘Most folks are surprised to hear that 
Ol’ Paul invented Minnesota. But that’s 
the truth, Bud—mainly. Ol’ Paul wanted 
the finest playground in the world for him- 
self. And that’s what he built here in the 


Upper Mississippi Valley. 


“Right after the Winter of the Blue 
Snow, when the blue water lay on the land 


*NO FOOLIN’ BUD— 
PAUL BUNYAN 
INVENTED MINNESOTA! 


to admit it). 


like puddles of sky, Ol’ Paul tromped more 
than 11,000 holes in the ground and made 
the lakes. That’s how come Minnesota 
has more lakes than any other state (al- 
though folks in Michigan and Florida hate 


“Then Ol’ Paul felled enough timber to 
make more than 2,000 resorts, and enough 
hotels and cabins and cottages to shelter 
more than a million visitors during an aver- 
age year. He hitched up his blue ox, Babe 
(who measured 171 axe handles, three cans 
of tomatoes and a plug of tobacco between 
the eyes), and rolled fine, smooth roads so 
that no city or town would be more than 
three hours away from the virgin wilder- 
ness. Finally Ol’ Paul stocked his lakes 
with the biggest, fightin’-est fish he could 
find. He filled the forests with deer and 
moose. He crowded the prairies with 
pheasant and partridge, and V’d the autumn 
sky with long flights of ducks and geese. 
Then Ol’ Paul sat back and said to himself, 
‘Brother, the man who can’t find fun in this 
state just ain’t ALIVE!’ ” 


Want to know more about Ol’ Paul’s 
playground? The Minneapolis Star- Journal 
and Tribune employ several of the coun- 
try’s best outdoor and recreation writers to 
keep native Minnesotans and visiting va- 


cationists informed about the wonders of 


to help you. 


Bunyanland. Tip: Ed Shave, Minneapolis 
Tribune outdoor editor, says this looks like 
a record resort season. Some Minnesota 
resorts are already booked solid for the 
summer. If you plan to come, be sure to 
have a confirmed reservation FIRST. Or 
drop a line to Ed Shave. He’ll do his best 


annmms@ 
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» 400.000 Daily 
1465000 Sunday 


in the 
Poul Bunyan Market 


Minneapolis Star-Journal * + + Minneapolis Tribune 


MORNING & SUNDAY 


EVENING 


JOHN COWLES «© President 
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Hoving Controls Bonwit 


The Hoving Corporation, New 
York, which recently purchased 
from Atlas Corporation a 22% in- 
terest in Bonwit Teller (AA, June 
10), has picked up its option to 
purchase an additional 74% of the 
stock of the $10,500,000 store, giv- 
ing Hoving 96% of Bonwit stock. 
Walter Hoving, president of Hov- 
ing Corporation, was formerly 
president of Lord & Taylor, New 
York, 


Maupin Joins Agency 

John G. Maupin, formerly asso- 
ciated with Station WHK, Cleve- 
land, and the Cleveland Plain 
Dealer, has been named copy chief 
of Strauchen & McKim Advertis- 
ing, Cincinnati. 


Wacky Promotion 
Builds Farmers’ 


Market in L. A. 


Beck's 'Second Carrot 
from End' Tells Rise 


of Unique Enterprise 


By JOHN CRICHTON 


New York, July 2.—Out in Los 
Angeles, where eccentricity is a 
sort of common denominator and 
wackiness is next to godliness, one 
of the institutions is a daily ad- 
vertisement in the Times for the 
Hollywood Farmers’ Market, writ- 
ten by Fred Beck. As a column, 


#4) |it out-pulls Pegler. 


Fred Beck is a copywriter, a 
press agent, and a jack-of-all-gags 
rolled into one, and the story of 
the growth of the Farmers’ Mar- 


ket into a sizable business estab- 
lishment, a growth apparently ac- 
complished by ignoring both eco- 
nomics and the still small voice 
of sanity, makes excellent reading. 
Mr. Beck has told the story in a 
book called “Second Carrot from 
the End,” published this spring by 
William Morrow & Co. 


Had a Coffin Account 


The Farmers’ Market owes its 
existence, apparently, to one Roger 
Dahlhjelm, an opportunist who 
once cornered the Stanley Steamer 
market in Seattle. Mr. Dahlhjelm 
subsequently rocketed and fizzled 
with southern California real 
estate, and eventually wound up 
as a four-dollar-a-week part-time 
bookkeeper in Grace Kay’s Happy 
Oven, a combination tea room and 
bakeshop. 

Mr. Beck was a partner in a 
Los Angeles advertising agency, 
having purchased his interest for 
$30. The agency had a coffin and 
grave marker account, and shortly 
thereafter added Forest Lawn 
Cemetery. Into the agency wan- 
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Represented by the 

National Advertising Department, 
Scripps-Howard Newspapers, 230 Park Avenue, 
New York City. Offices in Chicago, Detroit, 
Memphis, Philadelphia and San Francisco. 
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Light Opera Association. 


Thousands of Pittsburghers loved it . . 


best artists on tour. They form little 


She made her saucy way down to center stage 


standing on the 50-yard line in 


Pitt Stadium, she poured her lovely 
melodies into the early June night. 


It was the 


kick-off for eight weeks of outdoor operetta by Pittsburgh’s Civic 


. on hard bleacher seats. 


Pittsburghers are music fans from *way back. 


They have grown up on the kind of music that Fritz Reiner makes 


with his superb Pittsburgh mm 
They jam concert halls to hear opera 


7% Orchestra. 
and the 


groups to 


0, bring to Pittsburgh music too controversial for Vi repertoires. 


They make their music a personal thing with 


J orchestras and choruses in 

oO which they play and sing 

G SG the folk music of their fathers, 
; who came from i — 


Its love of fine music is another side 


of Pittsburgh that you may not 


have heard ‘about . . 


that’s “culture” 


BED 


. mostly because % stuff 


in many cities is just everyday 


living in Pittsburgh. 


We mention Pittsburgh’s music to remind you that Pittsburgh is 


many things besides a workshop. You ought to consider that when 


you plan your advertising. 


our Research Department will get the answers . . 


If it raises questions in your mind, 


. just as efficiently 


as our advertising space gets results. We’d like to help you sell 


your wares in Pittsburgh. 


In Pittsburgh 

In Daily Circulation 

In Classified Advertising 
In Retail Advertising 

In General Advertising 
In Total Advertising 


dered Mr. Dahlhjelm, and the 
project got under way, but not as 
a Farmers’ Market—it started as 
The Village Square, a square 
where shops and studios would 
dispense American craftsmanship. 

Mr. Dahlhjelm estimated that 
by the tenth year, the Village 
Square would gross $6 million a 
year, and strangely enough, ten 
years from its inception, the 
Farmers’ Market hit the $6 mil- 
lion gross figure. 


An Empty Lot and Farmers 


The market got an empty lot 
from Earl Gilmore, sportsman and 
oil millionaire, and set up an office 
in a field office which had been 
used during the oil boom. The 
basic money came from farmers, 
who paid 50 cents for the privi- 
lege of driving their trucks into 
the field and selling from them. 

Two years later, the market was 
making enough money to justify 
hiring a full-time advertising and 
publicity man, Mr. Beck got the 
job, and an office previously in- 
habited by a monkey, one of the 
Market’s prize drawing cards. Mr. 
Beck said that for quite a long 
time people were disillusioned to 
discover an advertising man where 
a monkey ought to be. 

In the meantime, by such in- 
genious devices as free fairs, 
parades, fiddling bees, contests and 
movie star promotions, the mar- 
ket was hitting a money-minting 
era. Besides a bulletin, and the 
daily column, the market spon- 
sored two radio shows, one starring 
Mr. Dahlhjelm (Beck calls him 
“Asthma’s Gift to Radio”) and 
“Farmtime,” starring inspirational 
talks by a girl known as Maud 
Muller. But the column became 
the best sales-producer of the lot. 


Up the Ladder 


Mr. Beck became noted. He had 
other offers, including one from the 
Columbia Broadcasting System 
which would “like to buy a few 
crates of the same kind of copy. . . 
I knew of course that they didn’t 
really want that kind, so I gave 
them what they wanted but didn’t 
know it. They were satisfied.” 
Then came Darryl Zanuck, who 
hired Mr. Beck to do a similar job 
for 20th Century Fox, to do a 
column with the catchy title of 
“Foxy Facts.” He signed a five- 
year contract, which represented 
something of a triumph for Beck, 
who had once resigned from 20th 
Century’s publicity department in 
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a dispute over whether paper clips 
should be affixed on the right or 
left hand corner of releases. 

He was given an office and a 
secretary, and sat down to whip 
out his first Foxy Facts, a column 
describing a picture of Sonja 
Henie’s. In the market Mr. Beck 
had formed the ingenuous habit of 
describing tomatoes truthfully, so 
“the general tenor of my report 
on the Sonja Henie epic was that, 
while most of the action took place 
on ice, it seemed to be that the 
thing was tainted, slightly.” Mr. 
Beck was fired, but 20th Century 
cashed his contract up to the op- 
tion period, “an all-time record 
for weekly earnings for a copy- 
writer.” 

He came back to the market, 
was briefly a legitimate columnist 
on the Times, but is currently de- 
scribing carrots. In 1944, Mr. Beck, 
myopic and fortyish, went into the 
Navy and. manned a typewriter 
with the Armed Forces Radio 
Service, but has since returned to 
the cabbage curb. 


WKENB Goes on Air 


Station WKNB, New Britain, 
Conn., authorized to operate a 
1,000-watt daytime station, 840 kc., 
will begin operation about mid- 
August. Walter M. Windsor, Army 
veteran, is station manager. The 
New Britain Broadcasting Com- 
pany will own and operate the 
station. 


New Magazine Appears 


An annual magazine of base- 
ball pictures, Baseball Illustrated, 
has appeared on _ newsstands 
throughout the country at 25 cents 
per copy. The current issue car- 
ries more than 100 pictures of 
baseball action scenes. It is pub- 
lished by Elbak Publishing Com- 
pany, Mt. Morris, Ill., also pub- 
lisher of Pro Football Illustrated 
and Basketball Illustrated. 


Gets Hotel Account 


Lamb, Smith & Keen, Philadel- 
phia, has been appointed to handle 
the advertising of the Chalfonte- 
Haddon Hall Hotels, Atlantic City, 
which: will resume civilian opera- 
tion Aug. 1 after having been oc- 
cupied by the Army. 


Joins Hixson-O’Donnell 

Bob Wolcott, previously with 
Time, Inc., has been appointed 
publicity director of Hixson- 
O’Donnell Advertising, Los An- 
geles. 
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FOR KIDS —This nursery radio, called 
Novelaire, designed by the Stone- 
O'Halloran advertising agency, Mil- 
waukee, is one of five models made by 
Fuller-Greene, Inc., Milwaukee and Los 
Angeles. Cowboys, football players and 
other small-fry interests decorate the 
other models in the line. 


Impulse Buying 
in Food Stores 
Moves Up to 38% 


Wilmington, Del., July 2.—Im- 
pulse purchases in the nation’s 
food stores, which amounted to 
less than 25% of the total in a 
1944 survey, jumped to more than 
38% in a similar study last year, 
the Cellophane division of E. I. du 
Pont de Nemours & Co. reported 
last week. 

Open display and effective pack- 
aging are credited with the shift 
in buying, according to a summary 
of the study published in the 
booklet, “Design for Selling.” 

Out of 14,955 grocery items pur- 
chased by 1,778 consumers inter- 
viewed, 35% were commodities 
such as vegetables, fruits, meat, 
fish and bread; and 45% of pur- 
chases in these classifications were 
determined at the point of sale. 
Greatest impulse buying was re- 
corded for candy, cakes and 
cookies; ‘dehydrated fruits, vege- 
tables and soups; jams, jellies, 
relishes and spreads; macaroni and 
spaghetti; dessert mixes, cheese, 
frozen foods, and crackers, pret- 
zels and potato chips. 


Adds Package Division 

Fisher Flouring Mills Company, 
Seattle, has added a new packaged 
products. division, with John 
“Walker as manager. Kenneth R. 
Fisher, formerly assistant sales 
manager in charge of grocery 
products, has been elected treas- 
urer of the company. 
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Victor Heads Promotion 
of ‘Chain Store Age’ 


Gilbert Victor has resigned from 
the sales promotion staff of the 
Bureau of Advertising, ANPA, to 
become promotion manager of 
Lebhar - Friedman Publications, 
New York, publisher of Chain 
Store Age. Mr. Victor, who had 
been with the bureau since Janu- 
ary, 1943, will coordinate adver- 
tising sales promotion for eight 
chain store business papers serv- 
ing the grocery, drug, variety 
store, and fountain - restaurant 
fields. 

Julian H. Rogers, with Chain 
Store Age for 10 years, will con- 
tinue as assistant promotion man- 
ager. 


Balcomb Gets Promotion 


Philip E. Balcomb, who joined 
Hutzler Advertising Agency, Day- 
ton, as account executive last 
February, has been appointed 
vice-president in charge of ac- 
counts, 


Margaret O’Brien 
Toiletries Get 
Heavy Build-Up 


New York, July 2.— Ali Baba 
Corporation has launched an in- 
tensive trade publication drive to 
boost a new line of Margaret 
O’Brien toiletries for little girls. 
Named after the M-G-M child 
actress, the line will get its first 
consumer promotion in August and 
September in Good Housekeeping, 
Hygeia, Life, Polly Pigtails and 
other publications. 

Ads to the trade, captioned ‘“‘We 
Proudly Present” and promising 
“Box Office Profits Are Heading 
Your Way,” include five-page in- 
serts and other ads in a list of 
fashion, children’s wear and dealer 
publications. Copy says that “Ex- 
citing local promotions will ex- 
ploit every Margaret O’Brien film 


appearing in your city.” 

Also featured in the ads are a 
variety of dealer helps, including 
three-dimension ‘Pigtail’? display 
boxes, “Moving Picture” bottles 
with pictures of the child star, 
and books of “beauty secrets” to 
go with the toiletry sets. 

Hal A. Salzman, New York, is 
the agency. 


Hebert Joins Fader 


ark, has elected Albert E. Hebert, 
formerly with Chas. Dallas Reach 
Company, as_ vice-president in 
charge of copy and media. 


Franklin Fader Company, New-| 


Names Chirurg Agency 

Massachusetts Steamship Lines, 
Boston, operator of the SS Steel 
Pier, the Island’ Line and Auto 
Ferry Service, has appointed 
James Thomas Chirurg Company, 
Boston and New York, to handle 
its advertising. Radio, newspapers, 
outdoor posters and travel and 
hotel literature will be used. 


Younkers Adds Branch 


Younkers, Des Moines, will open 
a branch department store in Fort 
Dodge, Ia., early in 1947. It will 
be the fifth and largest unit of the 
Younkers branch stores. 
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no drafts .. 


With all this new comfort, heating costs are incredibly low, for 
Radiant Panel Heating is noted for fuel economy. Cleaning and 
decorating expense also is materially reduced, because Radiant 
Panels do not streak the walls and ceiling with dirt. Yr 


a 
y 


FORCED HOT WATER HEATING FOR RADIATOR, CON- 
VECTOR, UNIT HEATER AND RADIANT PANEL SYSTEMS 


BELL & GOSSETT CO. 
MORTON GROVE, ILLINOIS, DEPT. 
Send at once your free booklet on Radiant Panel Heating. 
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Pipe coils in the floor or ceils 
ing provide constant, 
sun-like wormth 


WE’RE LUCKY WE HAVE 


Hydre-Fis Radiant 
Panel Heat 


When winter storms blow, you'll thank your lucky stars that you selected B & G 
Hydro-Flo Radiant Panel Heat for your new home. In any weather, you'll be supremely 
comfortable . . . for this is the system which gives you modulated radiant heat as 
mild and soothing as spring sunshine. 

B & G Hydro-Flo Radiant Panel Heat does away with radiators and grilles—there 
is not the slightest evidence of the heating system in any room! A constant flow of warmth 
is diffused throughout the house by radiant pipe coils in the floor or ceiling .. . 
- and the air itself feels delightfully fresh. wre . 


all year ‘round 


Por kitchen, laundry and 
bath, B & G Hydro-Flo 
Heat provides an ever- 
ready supply of piping 
hot water—at low cost— 
24 hours a day—every 
month of the year! 


Reproduction of a one-half page advertisement from The 


Rotarian prepared and placed by Perrin-Paus Company, 
Chicago, advertising agency for Bell & Gossett Company. 
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THE - 
. Rotarian o 


35 East Wacker Drive, Chicago 1, Illinois 


Says 


That's why The Rotarian is 


publications. — 
a CE 
“Citizens 


type—home-owners, men of 
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“Quality of readership”. . 


“Nhe Kotarau HAS THE QUALITY 


- 


‘ President, BELL & GOSSETT COMPANY 


“We select our advertising media primarily on the 
basis of quality of readership,” writes Mr. Gossett. 


on our list of consumer 


of solid, substantial character are our 
logical prospects— The Rotarian reaches men of that 


above-average buying 


power and men who, as community leaders, exert an 
influence on the buying of others. In other words, 
The Rotarian has the quality of readership we desire.” 


. those are important 


words. They represent the element that makes circu- 
lation worthwhile. The Rotarian reaches more than 
200,000 of these business and professional leaders 
:.. these men who have what it takes to buy what 
you sell. That’s why it has been selected by so many 
nationally known advertisers. 


We've some mighty interesting facts and figures 


about this important executive audience which are 


available for the asking ... no obligation. 
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New York Office: 125 East 46th Street 
New York 17, New York 


Pacific Coast Office: 681 Market Street pe 
San Francisco 5, California KR 
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Stanley Execs Shifted 


C. F. Bennett has resigned as 
chairman of the board of directors 
of Stanley Works, New Britain, 
Conn., and J. E. Stone, as vice- 
president in charge of sales. J. C. 
Cairns has been promoted to ex- 
ecutive vice-president of the cor- 
poration. R. W. Chamberlain will 
succeed Mr. Stone as vice-presi- 
dent in charge of sales and George 
P. Merrill will succeed Mr. Cairns 
as general sales manager of the 
hardware division. 


Pharmaco Renews 


Pharmaco Laboratories, New- 
ark, has renewed Mutual’s “Double 
or Nothing” series for its product, 
Feen-A-Mint, on an additional 
year’s contract, effective July 21. 
The program is heard Sundays, 
9:30 to 10 p.m., CDT. 


‘Radio Women Elect 


Nell Daugherty of Station 
WSTC, Stamford, Conn., has been 
reelected chairman of the first 
district of the Association of 
Women Directors of the National 
Association of Broadcasters. Marie 
Houlalan of Station WEEI, Bos- 
ton, has been named publicity 
chairman, and Mildred Bailey of 
Station WCOP, Boston, first vice- 
president of the national organi- 
zation, was reelected membership 
chairman. 


Cofax Appoints Vogel 
Peter Vogel, formerly in charge 

of advertising of International 

Plastic Corporation and American 

Pencil Company, has been ap- 

pointed advertising manager of 

ey Corporation, Lynbrook, 
i} 4 


ALL GAME 


TO CLEVELAND'S 


THE SAME 


@ 


STATION 


; Big or small, WJW consistently brings in the game 


that counts in the Cleveland billion dollar market. Local 
programming that hits home gets more daytime dialers per 
dollar than any other regional station. 


BASIC ie ee 
BC Network 5000 Watts 
CLEVELAND, oO. oa DAY AND NIGHT 


REPRESENTED NATIONALLY BY HEADLEY-REED COMPANY 


Why send us 
your Kodachromes? 


Because big-time users of color . . . Sunkist, TWA, Brown & 
Bigelow, Consolidated Steel, North American Aviation, to name a 
few ... have found that nowhere else can they obtain Kodachrome 
prints fine enough every time to serve as artcopy for quality 
platemaking. 


Art directors are amazed that such fine color artcopy can be fabri- 
cated from Kodachrome transparencies. 


For finest printing plates give your platemaker a Chromart Print, 
not a film transparency. And prints have so many other advantages: 
Chromarts can be dramatically displayed to your client; they show 
how the final press run will look; they can be retouched as desired, 
lettered across, pasted into final artwork and one set of plates made 
of the whole page. 


Chromarts range from $48 to $115, depending on size. Write. 


Frank Miller Laboratories 
FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 


New Orleans 
Launches $750,000 
Three-Year Drive 


New Orleans, July 2.—Greater 
New Orleans, Inc., an organization 
of local business leaders, plans to 
spend $250,000 a year over a 
three-year period for a series of 
advertisements recently launched 
in national newsweeklies, newspa- 
pers and export publications. Suf- 
ficient funds have been subscribed 
for the remainder of 1946, and the 
group expects to obtain the re- 
maining $500,000 through a fund- 
raising campaign now in progress. 

The advertising campaign, being 
prepared and placed jointly by 
the Bauerlein and Fitzgerald ad- 
vertising agencies here, promotes 
New Orleans as a place to manu- 
facture and to market, and calls 
attention to those “interested in 
market areas” to note the three 
markets “you reach profitably 
from New Orleans’—the Missis- 
sippi Valley, Latin America and 
expanding world markets. 

Publications which will carry 
the ads include four newsweeklies, 
Business Week, Newsweek, Time 
and United States News; four 
newspapers, the Chicago Journal 
of Commerce, Chicago Tribune, 
New York Times and Wall Street 
Journal; and four export publica- 
tions, the Latin-American edition 
of Time, the Pan-American by air 
edition of Newsweek, and Spanish 
and Portuguese editions of Read- 
er’s Digest. Insertions in the lat- 
ter two monthlies will begin in 
September. 

Reproductions of thé first ad in 
the series appeared during the last 
week in May in the three daily 
New Orleans newspapers, the cost 
borne by three business firms, and 
about 60,000 reprints of this ad are 
being mailed by local business 
firms to Orleanians who are urged 
to send these as well as those 
clipped from the daily papers to 
business associates in other cities. 
No part of the Greater New Or- 
leans fund will be spent for space 
in New Orleans or Louisiana. 


v s . 
Esquire’ to Air Show 

Byron A. Bonnheim, radio di- 
rector of Esquire and Coronet, and 
Alan Fishburn, Schwimmer & 
Scott production chief, are in New 
York setting up plans for the 
Esquire Fashion Parade, tran- 
scribed 15-minute weekly radio 
feature for use in men’s wear and 
department stores. Scheduled to 
begin the week of Sept. 2, the 
show will feature O. E. Schoeffler, 
Esquire fashion editor, together 
with a guest celebrity each week, 
and entertainment in the form of 
small musical groups. 


Drug Admen Elect 


H. R. Moorman, Sarnay Prod- 
ucts, Inc., has been elected presi- 
dent of the Pharmaceutical Ad- 
vertising Club, and Robert N. 
Irons, Wallace & Tiernan Prod- 
ucts Company, has been named 
vice-president. Other officers 
elected are: Albert J.. Weisbrodt, 
Burroughs, Wellcome & Co. 
(U.S.A.) treasurer, and Robert F. 
Johnston Jr., Carroll Dunham 
Smith Pharmacal Company, sec- 
retary. 


Toilet Goods Men Elect 


G. Walter Brown, executive 
vice-president of Bristol-Myers of 
Canada, Montreal, was elected 
president of the Toilet Goods 
Manufacturers Association at the 
group’s annual convention in Big 
Win, Ont. Other new officers in- 
clude L. T. Ribter, Toronto, and 
F. L. Lyman, Montreal, vice- 
presidents. 


Follansbee Units Merge 


Stockholder approval has been 
given for the merger of Follansbee 
Steel Corporation, Pittsburgh, and 
its subsidiary, Sheet Metal Spe- 
cialty Company. The subsidiary 
will become the Sheet Metal Spe- 
cialty division of Follansbee, 


Advertising Age, July 8, 1946. 


PARADING—Circling the head table at the Parade "Man Bites Dog" luncheon 
held in New York June 19 for 116 advertising agency, motion picture, radio, 
and theatrical publicity and promotion people, were (extreme left, reading 
clockwise): Host Arthur H. (Red) Motley, publisher and pres. of Parade; 
C. P. Hanly of Hanly, Hicks & Montgomery; Ross A. Lasley, editor of Parade; 
William P. Maloney, in charge of publicity for BBDO; Lawrence M. Hughes, 
executive editor of Advertising Age; Samuel D. Fuson, vice-president and 
publicity director of Kudner Agency; Charles G. Cushing; Frederick C. Ken- 
dall, publisher and editor of Advertising and Selling, and (left, foreground) 
Joseph Boyle, head of public relations of J. Walter Thompson Co. 


Barton Defines 
Need for Change 
in Car Card Copy 


Chicago, July 2.—Car cards 
should be given copy treatment 
similar to newspaper and maga- 
zine space rather than be treated 
as baby poster panels, R. B. Bar- 
ton, vice-president of Batten, Bar- 
ton, Durstine & Osborn, asserts in 
the June issue of “The Reviewing 
Stand,” published by National 
Transitads, Inc, 

Average time that a car card 
reader is exposed to the message 
is 21 minutes, Mr. Barton said, in 
contrast to the few seconds that 
passersby are exposed to outdoor 
panels. He points out that in ad- 
dition to having more time to read, 
the average car card reader is 
more susceptible to advertising 
messages because he must remain 
in a more or less fixed position 
until the end of his trip. He cited 
as an example card messages con- 
taining as many as 376 words 
which proved highly effective. 

The prime difference in copy 
preparation between car cards and 
magazine and newspaper copy is 
in layout, Mr. Barton said. Due 
to the overhead position of the car 
card, the lower section of the card 
is the focal point necessitating use 
of a “footline” rather than a head-| 


line. Where normally a headline 
would be inserted, a supplement- 
ary message or subhead is more 
effective, he declared. Studies of 
reading habits of passengers indi- 
cates, he said, that passengers more 
than three seats away from any 
particular card will not notice the 
message in any significant num- 
bers. 

Best use of car cards comes 
when balanced with other types of 
media such as spot radio, book 
matches and other flexible media, 
Mr. Barton said. 


Buys Shrine Temple 

Cowles Broadcasting Company, 
Des Moines, has purchased the 
Shrine Temple, Des Moines, at a 
cost of $150,000. The building will 
be used as a radio and community 
center for Des Moines and Iowa, 
and when conditions: permit, the 
east portion will be remodeled to 
house Station KRNT and a new 
FM station. 


Sales Managers Elect 


Frank S. Townsend, Allen, Rus- 
sell & Allen Agency, 
has been elected president of the 
Hartford Sales Managers Club. 
Other officers elected are: W. D. 
Endres, sales manager of Billings 
& Spencer Company, first vice- 
president, and F. S. Ashworth, 
sales manager of Peck, Stowe & 
Wilcox Company, Southington, 
Conn., second vice-president. 
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Canada Politicos 
Divide Free Time 
on CBC Network 


Ottawa, July 2.— While poli- 
ticians south of the border still 
are wrangling over free broadcast 
time and time availabilities, the 
Canadian Broadcasting Corpora- 
tion has settled in advance any 
disputes over radio electioneering. 

CBC, it was announced by A. D. 
Dunton, chairman of the board of 
governors, will begin a 15-week 


series of free national network 


broadcast periods July 3 for 
qualifying national political 
parties. Broadcasts will be car- 
ried on the Trans-Canada net- 
work Wednesdays, 8:30-8:45 p.m., 
EDT, with a rebroadcast for west- 
ern listeners at 11 p.m. The time 
has been changed from two half- 
hour periods a month to a quarter 
hour each week, with the agree- 
ment of all political parties. 

The qualifying parties also have 
agreed to this division of the 
number of periods: Liberal 6; 
Progressive-Conservative 4; CCF 
3; Social Credit 1, and Labor 
Progressive 1. The allocation is 
in conformity with the ratio be- 
tween the government party and 
opposition groups as established 
in a “white paper” approved by 
the last parliamentary committee 
on broadcasting. 


Introduces Sun Lotion 


A full page in the current Holi- 
day introduces a new McKesson & 
Robbins product, Tartan, an anti- 
septic, stainless suntan lotion 
billed as containing “miracle-in- 
gredients—released from the 
Army.” Benton & Bowles placed 
the copy. Spot radio is being used 
to push the product in the New 
York and Boston areas, where test 
sale of Tartan is being con- 
centrated. 


YOU SELL DRUGS 


OR 
Drug Store Products 


you'LL — 
Be Interested to Know 


NEW BEDFORD 
DRUG STORE SALES 


FOR 1945 TOTALED 


And Why Not — 213,000 People 
of 32 Towns in 5 Counties, 
Whose Buying Power is Directed 
by One Newspaper, Reside in its 
Trading Territory. 


*SALES MANAGEMENT 
MAY 10, 1946 
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Texas Co. Starts Drives 


Texas Company, New York, has 
begun two campaigns. New Havo- 
line motor oil is being advertised 
in American Legion, Collier’s, 
Life, Newsweek, Saturday Evening 
Post and Time through 
Wasey & Co., featuring the theme 
“Keeps Your Engine Clean.” 
Texaco gasoline’s “Superior Fire 
Power” theme has been moved 
into newspapers in the company’s 
northern territory with 600-line 
copy in 55 newspapers in 30 
cities. 


Celotex Shifts Managers 


E. C. Rautenberg, formerly 
manager of Celotex Corporation’s 
branch office in Chicago, has been 
appointed assistant general sales 
manager, with headquarters in 
Chicago. He is succeeded by E. E. 
Dierking, formerly Cleveland 
manager, a position which will 
be held by Allen Cassin, manager 
of the Atlanta branch. 

George J. Dinges, recently re- 
leased from the Army, will re- 
sume his position as manager of 
the Celotex Atlanta branch. 


Form Company to Give 
New Product Information 


Library of Industry, 684 Canton 
Ave., Detroit, is a newly formed 
filing and indexing service for 
industry, which each spring and 
fall will publish information con- 
cerning new products and sources 
made available in the past six 
months. The first issue will be 
released in February and will con- 
tain what is available for 1946. 

Wm. W. Andrews is president 
of the company, with A. P. Ford, 
vice-president and treasurer and 
Max Faulkner, secretary. The 
company has offices in Carnegie 
Hall, Cleveland; Transportation 
building, Chicago; 6075 W. Pico 
Blvd., Los’ Angeles; Chrysler 
building, New York, and an office 
in San Francisco. 


Sleicher Joins Biow 

George Sleicher, with Battén, 
Barton, Durstine & Osborn and J. 
Walter Thompson Company in 
New York before the war, and re- 
cently an Army captain, has joined 
the Biow Company in San Fran- 
cisco as art director. 


Two Name Jeanette Cain 


Prinal Perfumes has appointed 
Jeanette Cain, Advertising, Los 
Angeles, to handle its advertising. 
A test and market research cam- 
paign is now under way in the 
Los Angeles area and will be fol- 
lowed with trade and consumer 
advertising in the near future. 
Burke-Mayer & Associates, toy 
manufacturer, also has placed its 
account with Jeanette Cain. 


C-Z Changes Name 


C-Z Chemical Company, Beloit, 
maker of Marvene detergent, C-Z 
cleaner, waxes, polishes and other 
products, has changed its name 
to Allied Home Products Corpo- 
ration, to reflect diversification of 
its line of packaged cleaning, pol- 
ishing and disinfecting prepara- 
tions. The company plans to ex- 
pand into allied fields by purchase 
of other companies. 


Joins Albert Frank 


Daniel F. McNamara, previously 
with the Wall Street Journal, has 
joined Albert Frank - Guenther 
Law, New York. 
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Holman Joins Kastor 


‘Robert F. Holman, formerly di- 
rector of media and research of 
Campbell-Mithun, Chicago, and 
before that in the research de- 
partment of Procter & Gamble 
Company, has joined H. W. Kastor 
& Sons Advertising Company, 
Chicago, as director of research 
and media. Walter H. Kniffin and 
Robert J. Wallace will continue as 
managers of media and research, 
respectively. 


PS IK CREA 
PLUM PRINTING 


POSTER STAMP PRESS — 
4009 OGDEN AVE. 
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Uses ABP’s Wartime 
Trim Size Suggestion 


Following the suggestion of the | 
members of the Associated Busi- | 
before the war, and Roy A. Mc- 


ness Papers asking publishers to 
return to wartime trim sizes (AA, 
June 3), Power Plant Engineering, 
Chicago, which announced in a 
notice dated May 27 that it would 
increase its trim size to 834x11%, 
has rescinded the notice, making 
the new trim size over-all 8%x11%4 


| Form McMillan & Moss 


| lieutenant colonel, 


and the bleed plates and inserts to | 


be furnished 83gx11%, effective 
with the July issue. 
Van Denburgh Promoted 


L. W. Van Denburgh, an account | 


executive of Mercready & Co., New- 


ark agency, has been elected as- | 


sistant secretary. 


S T.«3 «8 GS EE F* fi 


MISSOURIS A MARKET 
nde 


ST. JOSEPH NEWS-PRESS 
. St. Joscph Gazette 


‘tising manager of Graton & Knight 


| 


| 


| 


| 
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Quisenberry Joins Agency 


Faraon Jay Moss, who headed 
his own agency in Los Angeles 
and Long Beach for several years 


Millan, publicity director of the 
Los Angeles Chamber of Com-| 
merce before the war, have formed 
McMillan & Moss, agency with 
offices at 115 W. Seventh St., Los 
Angeles. Mr. Moss served as a 
and Mr. Mc- 
Millan as a major, in the Army. 


Appoints Heath A. M. 


Ellis K. Heath, formerly adver- 


|Company, Worcester, Mass., has 
been appointed advertising man- 
_ager of Reed-Prentice Corporation, 
| Worcester, manufacturer of ma- 
chine tools. 


Jack Quisenberry, who formerly 
operated his own agency, has 
|joined Jordan & Lo Buono, Los 
Angeles agency. All clients of Mr. 
Quisenberry’s agency will be 
handled through the Jordan & Lo 
Buono office. 


Why is HOUSTON’S “Second”: 


New ‘Cuddleseat’ 
Gives Both Mother 
and Baby a Lift 


Portland, Ore., July 2.—The 
“Cuddleseat;” sidesaddle version 
of the papoose frame, has been 
placed in production here by Al- 
lied Mfg. and Distributing Com- 
pany. 

Designed to lift the mother’s 
burden when she carries the baby, 


ee 


Paper in Circulation” 


PAPER 
" B" 
38% 


HOUSTON POST 


Coverage of Houston and City Retail Zone by Actual Percentage” 


This isn’t as simple as A-B-C... 


BUT 


Every buyer of newspaper space in 
Houston should know these vital facts 


@ Although the Houston Post is second in 
circulation, it leads in many of the important 


classifications 


Why? 


of local retail advertising. 


@ It leads for the simple reason that local 
advertisers discovered long ago that their 
advertising dollars got a greater return in the 


Houston Post. 


@ Actual proof that Houston Post advertis- 
ing pulls more is shown by the fact that the 
Post LEADS the WHOLE NATION in retail 
grocery lineage! Grocers can check advertis- 
ing returns very closely! 


@ Try the pages of the Post... 


and see for 


yourself how much more the Post will do for 


you. 


Represented by BURKE, KUIPERS & MAHONEY, INC. 


THE HOUSTON POST 


First in the Texas Morning Field in City and Suburban Circulation 


*Figures from latest publisher’s statement 


the cloth “bucket” seat is slung 
from the shoulder, leaving the 
mother’s arms free—free to carry 
purse, packages and other things, 
that is. 


| The device was introduced in 


America last spring by Mr. and 
Mrs. John C, McHose, Los Angeles, 
who obtained U. S. and Canadian 
distribution rights from an Austra- 
lian manufacturer. Mac Wilkins, 
Cole and Weber here have been 
appointed to handle the account 
for Allied. 


Donnelly Sponsors 
“Vet & Job’ Radio Show 


John Donnelly & Sons, Boston 
outdoor advertising organization, 
has launched a weekly radio pro- 
gram, “The Veteran and the Job,” 
over Station WCOP, ABC outlet 
in Boston, heard Wednesdays from 
9-9:30 p.m., EDT. Each week two 
leaders of business, industry or 
trade survey their fields, giving 
veterans information on employ- | 
ment opportunities, salary ranges 
and job qualifications. Talks are 
followed by questions from a 
board of veterans. 

Donnelly will print 1,000 tran- 
scripts of the proceedings for dis- 
tribution to the Greater Boston 
Veterans’ Service Center, which 
will send them to various area 
offices of the Veterans Administra- 
tion, State Rehabilitation Commit- 
tee, local draft boards, and other 
organizations. 


Magazine Contributors 
Name General Manager 


Walter S. Ross, formerly assist- 
ant publisher of the Breskin Pub- 
lishing Company, has been ap- 
pointed general manager of Asso- 
ciated Magazine Contributors, Inc., 
New York, to handle business and 
production for a new “talent- 
owned” cooperative monthly mag- 
azine (AA, Feb. 18). Publication 
date is expected to be announced 
this month, following arrange- 
ments for press facilities, paper 
and distribution. 

AMC sold out its first $140,000 
stock issue and will place a second 
issue of $160,000 on sale to writ- 
ers, artists and photographers. 


Steele Reorganizes 


Steele Advertising Agency, Inc., 
Houston, has reorganized and en- 
larged its organization. John Paul 
Goodwin is president, Samuel H. 
Peak, vice-president, and Wallace 
W. Brown, secretary and treas- 
urer, 


Joins Hillman-Shane 


John Cohan, formerly with 
Smith, Bull & McCreery and J. 
Walter Thompson Company in 
Hollywood, has been appointed 
radio director of Hillman-Shane 
Agency, Los Angeles. 


cai Se eee 


ABC Sells WOOD 
to Liberty Broadcasting 


American Broadcasting Com- 
pany has sold Station WOOD, 
Grand Rapids, to Liberty Broad- 
casting, Inc., Grand Rapids, for 
$850,000. Liberty, headed by Roy 
C. Kelly, owner of the Wolverine 
Network, also recently purchased 
Station WHLS, Port Huron, Mich. 
WOOD is an NEC affiliate. 

ABC recently bought WOOD 
and WXYZ, Detroit, from King- 
Trendle Broadcasting Corporation 
for $3,650,000 (AA, May 6). The 
network sold WOOD because of 
FCC limitation, in some cases, of 
network rights to own stations, 


Admen Elect Schutz 


Walter E. Schutz, advertising 
and sales promotion manager, 
Delta’ Mfg. Company, has been 
elected president of the Milwaukee 
Association of Industrial Adver- 
tisers, Others elected are: Vice- 
presidents, Charles A. Petri, 
advertising manager, Falk Corpo- 
ration, and Edward G. Hamilton, 
assistant advertising manager, 
Delta Mfg. Company; local direc- 
tor, Emery M. Heuston, advertising 
manager, Bucyrus-Erie Company, 
and national director, Harry G. 
Hoffman, president, Hoffman & 
York. 


Ewing Joins Church 


William S. Ewing, formerly spe- 
cial feature salesman for United 
Press, New York, has joined the 
New York office of Arthur B. 
Church Productions as_ eastern 
sales representative. 


Pet Publication Bows 


Pet Supply Merchandising, pub- 
lished by Trade Press Publica- 
tions, Philadelphia, is a new trade 
publication for pet shops and de- 
partment store buyers of pet sup- 
plies which made its first appear- 
ance in June. 
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RKO, Dress Maker 
Sponsor Joint 
Display Contest 


New York, July 2.—In some- 
thing of a high mark in motion 
picture-apparel promotion, RKO 
Radio Pictures and Pat Hartly 
Company have launched a display 
contest which will eventually in- 
volve 350 department stores and 
dress shops. 

The Hartly Company, a New 
York dress manufacturer, has de- 
signed a “Heartbeat” dress, tying, 
in with RKO’s release of its new 
film, ‘Heartbeat.’ Department 
stores and dress shops are expect- 
ed to vie for 23 prizes in savings 
bonds, total maturity value $1,750, 
and top prize $500. 

Photographs of all entries are 
to be sent to Display World, Cin- 
cinnati, where the judges, R. 2 
Kash, editor of Display World, D. 
Allyn Garber, editor and vice- 
president of Department Store 
Economist, and Dana P. Vaughn, 
dean of Cooper Union Art School, 
will make the awards. The con- 
test closes Nov. 1. 

The dress company will use 
full-page space in Charm, Glam- 
our, Harper’s Magazine, Junior 
Bazaar, Mademoiselle, Seventeen 
and Vogue. 


Form Lima Agency 


Herbert E. Coates, formerly 
employment manager for the 
United Motors Service, General 


Motors subsidiary in Lima, O., and 
James N. Blissell, previously on 
the management staff of Goodyear 
Aircraft Corporation, Akron, have 
formed Colonel Poague Associates, 
a general line public relations and 
advertising agency in Lima. 


They know 
qwbat they want 


..and where to get it! 


So every business day some 90,000 key Central Western 
management men read, use and prefer the Chicago Journal 


of Commerce. 


They’re decision makers, heavy thinkers, weight throwers 


. purse string holders. They’re the men you've got to tell if 


you're to sell in the nation’s greatest industrial area. 


Their preference, their reliance on the Chicago Journal of 


Commerce makes it a custom-built medium for your story aimed at 


their tremendous buying power. And it doesn’t strain your budget. 


This daily business newspaper belongs on any advertising 


schedule directed at management men. 


Chicago Sournal of Commerce 


The source of daily business news in 
the nation's greatest industrial area. 
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Seeds Readies 
$160,000 Suit — 


Against Grove 


CHIcAGO—With a quiet but thor- 
ough anger, Russel M. Seeds Com- 
pany last week marshaled its 
arguments for a probable court 
fight with an erstwhile client, 
Grove Laboratories, Inc., over 
damages which may amount to 
$160,000—or considerably more. 

The threatened litigation grew 
out of cancellation of Grove’s con- 
tract with Seeds and appointment 
of Duane Jones Company, New 
York, to handle future advertising 
of Grove’s cold tablets, Pazo oint- 
ment and Jitterbug insecticide 
(AA, May 20). 

Grove has shifted its advertis- 
ing account for Grove’s Chill Tonic 
and Dr. Porter’s Antiseptic Oil 
from Seeds to J. D. Tarcher & Co., 
New York. Simultaneously, a sub- 
sidiary, the Beaumont Company, 
St. Louis, has transferred 4-Way 
Cold Tablets from Donahue & Coe, 
New York, to the Tarcher agency. 

John B. Moser, Chicago radio 
lawyer retained by Seeds to pre- 
sent its case in court—or arrange 
an out-of-court settlement of the 
breach of contract charge — said 
that preparations for the suit are 
going forward and that it will be 
filed in federal court unless a 
satisfactory agreement is reached. 
There was a significant absence of 
negotiations between the agency 
and former client and, said Mr. 
Moser, Seeds is busily engaged in 
lining up its legal guns for the ex- 
pected court battle. 


Estimates Costs 


Seeds seeks at least $160,000 
damages for services already per- 
formed in connection with its con- 
tract, which it claims runs until 
May 1, 1947. The agency contends 
that Grove’s precipitate action in 
canceling the contract may cause 
even greater damages, and its 
counsel is estimating that figure 
now. Meanwhile, neither Freeman 
Keyes, president of the Chicago 
agency, nor James Grove Jr., 
president of Grove, would com- 
ment on progress of negotiations, 
if any. 

Grove, who took over manage- 
ment of the St. Louis pharmaceu- 
tical house in April when Harry 


Goldsmith Sr. resigned as presi- | 


dent, notified Seeds May 12 that 
it had three months to close out 
the account. When the agency 
protested that it was working 
under a one-year contract signed 
by Mr. Goldsmith, Grove later dis- 
patched a telegram “firing” the 
agency without further ado. 


Much of Work Done 


Seeds contends that it has al- 
ready completed much of the work 
on Grove’s extensive spot radio, 
newspaper and magazine advertis- 
ing, and that it retains full rights 
to the “Reveille Roundup” pro- 
gram now being aired on the full 
NBC network and scheduled to 
run through September. The 
agency takes credit for an enter- 
prising job of clearing time for the 
show, an agency package which it 
created, through contacting NBC 
affiliates individually and getting 
their approval. 

Grove came out second best in 
a similar breach of contract tangle 
which reached the U. S. district 
court in St. Louis. In that legal 
brush, H. W. Kastor & Sons Ad- 
vertising Company, Chicago, was 
awarded $15,000 damages for serv- 
ices rendered in 1943. Kastor 
sought $75,000 damages, charging 
that on April 2, 1943, it success- 
fully presented a $500,000 cam- 
paign which Grove terminated 
July 20 after the agency had com- 
pleted 95% of the work. 


Opens Model Agency 


Associated Models, Inc., has 


opened: offices at 7 W. Madison St., 


Chicago. 


Markets New Light 


Bantam-Lite, Inc., New York, 
has begun distribution of a new 
midget flashlight, using jobbers, 
department stores and _ variety 
chains. Promotion is confined to 
direct mail and displays until dis- 
tribution is achieved, and the com- 
pany has no agency at present. 
Sidney Schwartz, president of 
Bantam-Lite, was formerly vice- 
president in charge of sales at 
Micro-lite, Inc., and a partner of 
Eastern Battery Company. 


Gevaert Schedules Drive 


Gevaert Company of America, 
Inc., New York, through Buchanan 
& Co., New York, has scheduled 
its largest campaign to run 
throughout the summer in black- 
and-white and two-color pages in 
Collier’s, Holiday, Liberty, Life, 
Look, The Saturday Evening Post 
and Travel & Camera. A schedule 
of pages in 19 photography pub- 
lications will be maintained 
through April, 1947. 


Canada Dry, Off 
Nets Since 1942, 
Buys CBS Time 


New YorkK—Canada Dry Ginger 
Ale, Inc., original sponsor of “In- 
formation Please” and the Jack 
Benny radio show, will resume 
network radio advertising in the 
early fall with a half-hour pro- 
grami on the Columbia Broadcast- 
ing System. . 

The beverage producer, through 
J. M. Mathes, Inc., has both the 
Friday 7:30-8 p.m. (EDT) period 
on CBS, with a repeat broadcast 
scheduled at 11:30 the same night 
for the West Coast. The type of 
program and exact starting date 
will be announced later. 

W. S. Brown, Canada Dry ad- 
vertising manager, said the pro- 
gram “will emphasize promotion 
of Canada Dry sparkling water 


initially, among other beverages 
in the Canada Dry line. When 
sugar supplies increase, ginger 
ale will be featured.” 

It was the wartime sugar short- 
age which forced the firm to 
cancel its network advertising in 
1942. At that time Canada Dry 
was sponsoring a program called 
“Michael and Kitty,” on the Blue 
network. 


“Use Mexican Network 


Canada Dry has not been heard 
on U. S. networks since then, but 
recently the company began spon- 
sorship of a half-hour “Canada 
Dry Caravan” featuring a 40- 
piece symphony orchestra over the 
XEW network from Mexico City. 
The program is re-broadcast by 
transcription over stations in 10 
other Mexican cities. Canada Dry 
has bottling plants in Guadalajara, 
Orixaba and Puebla, Mex. 

Mr. Brown said that the CBS 
program will be supplemented by 
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local promotion in outdoor and 
newspaper advertising this fall. 


v . 
Inter-American’ Moves 

Inter-American, which recently 
conselidated New York and Wash- 
ington staffs in the New York 
offices, has moved to larger space 
at 201 E. 57th St. 


HERE FOR THE FIRST TIME ARE 


THE ANSWERS TO 


IMPORTANT 


QUESTIONS ABOUT THIS Ist 


NEGRO MARKET . 


23.4% ‘of all Washington Negro families 
own automobiles. 83.3% of the cars 
owned is divided between six makes, 
fourteen others accounting for only 20.4% 


of the cars. 


yy, 


\_4 


35.5% of all Washington Negro families 
live in their own homes. Total valuation of 
homes owned exceeds $45,000,000. This 
is greater than the total value of homes 
owned by Negroes in Chicago, St.’ Louis, 
Cleveland and Pittsburg, combined. 
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92.2% of all Washington Negro families 
buy white bread regularly. Bond bread 
leads with 61.1% of the market. Fourteen 


brands mentioned are 
8.7% of the families. 


ALTOGETHER YOU'LL 


bought by only 


FIND THE ANSWERS TO 96 


QUESTIONS ON 


THE BRAND 


PREFERENCES AND BUYING 


HABITS OF THE NATION'S 


GREATEST NEGRO MARKET! 


Note: Similar Studies 


for Baltimore and Philadelphia. 
Available soon, 


1800 


now on the press 


THIS IS 


Mv! 


AND IT’S READY NOW! 


The first authoritative, comprehensive, and scie...ific 


SURVEY 


ELEVENTH ST., N. W. 


OF THE NEGRO MARKET IN 
WASHINGTON 


America’s Richest Negro Urban Market 

A city within a city of over 200,000 population. For 
the first time advertisers and manufacturers will know 
precisely what the market prefers—why its |. Q. is so high 
—why it prefers Scotch to gin—Buicks to Fords and 
many other startling facts. 

Revealed also is the fact that, 35,000 (3 out of 5) 
families make the Washington Afro American their 
regular weekly reading habit. 


Copies of this important book are available to recognized agencies and 
firms interested in the Negro Market. Address request on your letterhead to 


WASHINGTON AFRO AMERICAN 


WASHINGTON I, D. C. 


NATIONAL REPRESENTATIVES: ASSOCIATED PUBLISHERS, INC, 
562 FIFTH AVENUE, NEW YORK CITY 19 
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CARE Advertises 
3 Million Food 
Packs for Europe 


Adopts Unique 
System to Feed 
Needy Europeans 


New YorxK—Last week, CARE 
(Cooperative for American Re- 
mittances to Europe, jJnc.) fol- 
lowed up a June 21 luncheon in- 
auguration of its campaign to 
move 3,000,000 food packages to 
hungry people in Europe by taking 
1,000-line . space in the Herald 


Tribune, Mirror, News and Times 


to urge widespread adoption of its 
program, 

Within 24 hours of the first in- 
sertions, almost 800 persons en- 
tered the CARE office at 50 Broad 
St. here, ADVERTISING AGE learned, 
and results of this first advertis- 
ing and similar insertions to.ap- 
pear next week will determine 
whether or not advertising will be 
carried to other large cities. Ben- 
ton & Bowles is preparing and 
placing the copy, with Flanley & 
Woodward acting as public rela- 
tions counsel. 

“For only $15,” CARE discloses, 
“you can send a 49-lb. (gross 
weight) package of wholesome, 
life-saving food, with guaranteed 
delivery, to any friend, relative 
or family in any one of 10 
European countries. And the $15 
you spend,” it continues, “‘is all for 
food. Profit-free! Tax-free! Duty- 
free!” 


~SPEARHEAD > 


Don't Be Satisfied with Ordinary 
Wasteful DIS PLAYS 


Way We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results. 

We are a Display Agency and co- 
operate fully with your advertising 
agency to “Pipe-in” the force of na- 
tional advertising. 


— 


ISE Acvntiton 


Write 


Also Complete Services for Every Other. Point of 


36 Pages.. 


America’s Largest Organization Specializing 
in Merchandise Presentation. 


W.L. STENSGAARD & ASSOCIATES, INC. | / 


394 N, JUSTINE STREET « CHICAGO 7, ILL. — 


YOUR DISTRIBUTION PROMOTION PLANS WITH 


LEADERSHIP AT “POINT OF SALE” 


— ee | 
IN THE DEPARTMENT 


Sale Activity 


- 420 Pictures . .. an Exhibit of Performance 
a copy of it Today on your business letterhead, 


Thirty of the 49 pounds in a 
CARE food package include solid 
meat, stews and hashes, cereal 
and biscuits, fruit jam and pud- 
ding, vegetables, sugar and candy, 
cocoa, coffee and beverage 
powders, evaporated milk, pre- 
served butter and cheese. The 
3,000,000 packages were bought 
from the Army quartermaster 
corps, and are the famous “10- 
in-1” packages designed to pro- 
vide combat rations of 4,000 cal- 
ories for one day for 10 men. 
Such a package, CARE says, is 
enough to feed a family of four 
a daily meal of about 2,800 calories 
for two weeks. Other items in 
the package are soap, matches, 
and a can opener. 

Such nationally-known brands 
are included as Hormel’s sliced 
bacon, Libby’s corned beef, Swift’s 
canned ham, Del Monte corn, 
Borden’s preserved butter, G. 
Washington coffee, Welch’s pine- 
apple jam, and Chesterfield cig- 
arets. This brand list covers items 
common to most of the five differ- 
ent package assortments, ADVER- 
TISING AGE learned, but many 
more well-known brands are 
packed in one or more of the as- 
sortments, as witness the first ad’s 
illustration of a needy family joy- 
fully opening a package contain- 
ing, among other items, a pack of 
Lucky Strikes. 


How System Works 


The Ccoperative for American 
Remittances to Europe, Inc., is a 
non-profit organization established 
by 24 relief agencies, principally 
church groups, concerned with 
supplying food to famine stricken 
countries in Europe, and carries 
the approval of the President, the 
Famine Emergency Committee of 
UNRRA, and various other groups. 
Food may be sent to Austria, 


Czechoslovakia, Finland, Ameri- 
can-occupied Germany, Greece, 
France, Italy, the Netherlands, 


WHAT AN OVERWHELMING "THANK YOU" YOULL GET 


for this bountiful food gift rushed to 
friend, relative or needy family in Europe! 
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=" ONLY +15 PAYS FOR 

BIG 40,000-CALORY 

LIFE-SAVING FOOD PACK 
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HELP FOR HUNGRY—This 1,000-line 

ad, which appeared in New York news- 

papers, carried a coupon to induce 

action in moving CARE's food pack- 
ages to Europe. 


Norway, and Poland, and the $15 
cost covers packing, shipping, in- 
surance, and guaranteed delivery. 

The food packages are in stock- 
piles or on their way to the par- 
ticipating European countries, and 
when a $15 remittance is received, 
the order is air-mailed to the 
CARE representative in the coun- 
try designated. A receipt for the 
remittance is mailed to the donor. 
When the food package is de- 
livered, the donor receives an 
acknowledgment signed by the re- 
cipient, or if a package is unde- 
liverable, the donor is notified 
and the money refunded. In each 
of the _ participating countries, 
CARE representatives have ar- 
ranged, with State Department ap- 
proval, the cooperation of authori- 
ties and police protection in de- 
livering CARE packages. Re- 
cipients suffer no loss of the 
standard food ration. 
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The American Bankers Associa- 
tion has officially approved the 
program, and is making available 
to local banks throughout the 
country food remittance applica- 
tion blanks. Blanks may be made 
out to a relative, friend, or or- 
ganization, or simply to “general 
distribution.” 

CARE has available posters, 
statement enclosures and applica- 
tion blanks for banks, and in 
about a month will also have a 
small kit of newspaper mats and 
suggested ideas to help local com- 
munities organize their own pro- 
grams. Wilmington has had a 
plan in operation for the past 
month. In the preparation stage 
also is advertising for foreign 
language newspapers, and Flanley 
& Woodward will send in August 
200,000 brochures to its Leader- 
ship Group, detailing the program. 


Mutual Adds Seven 
Stations; Total 325 


Mutual Broadcasting System 
jumped its total of affiliates to 325 
last week with the addition of 
seven 250-watters, including ZBM, 
new and first commercial broad- 
cast station in Bermuda. 

The other six are KSAM, Hunts- 
ville, Tex.; WDSG, Dyersburg, 
Tenn.; WENC, Whiteville, N. C.; 
WMVG, Milledgeville, Ga.; WGRV, 
Greeneville, Tenn., and WBEG, 
Elizabethton-Johnson City, Tenn. 
ZBM, KSAM, WENC and WMVG 
joined effective July 1; WDSG 
comes in July 13, and WGRV and 
WBEG will affiliate Oct. 1. 


Buys Barnes & Brass 


Westinghouse Electric Supply 
Company, Pittsburgh, has pur- 
chased the wholesale electrical 
supply branch of the Barnes & 
Brass Electric Company, Clarks- 
burg, W. Va. Earl L. Charles, 
who has been with the Clarks- 
burg company for the past 16 
years, has been appointed man- 
ager. 
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ortrait of a wily 


It must be admitted that the life of a merchandising man can be filled 


with snares and pitfalls of one sort or another. But, at no time does 
an alert merchandiser fail to trap new ideas—sales-important ideas, 


that is. 


For instance, on some accounts—such as those with food or nutritional 
claims—it is essential to be informed of the plus or minus sales values 
of vitamin fortification because vitamin content often can be a 
determining sales factor. By knowing such facts, it is often possible to 
pass on suggestions that may help a client to improve his product 


claims, help the agency to give better advertising service. 


When it comes to knowing about vitamins, consider the advantages 
offered by DPI’s vitamin concentrates. Two superior concentrates, 
Distilled Vitamin A Esters and Distilled Mixed Tocopherols, Natural Type 

(another way of saying Vitamin E) are produced by DPI’s unique 
process of molecular distillation in high vacuum. 


‘Both of these are vitamins to watch. The nutritional values of 
Vitamin A are well known; and some surprising new values are now 


being demonstrated for Vitamin E. So—be on the well-informed side 
. write now for details regarding DPI’s outstanding concentrates. 


DISTILLATION PRODUCTS, INC. 


755 RIDGE ROAD WEST, ROCHESTER 13, NEW YORK 


570 LEXINGTON AVENUE 
NEW YORK 22, N. Y. 


‘Ob Sclble Utimina Headguanitere 


135 SOUTH LASALLE STREET 
CHICAGO 3, ILLINOIS 
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PO Cost Expert Drops 
Battle, Returns to Farm 

WASHINGTON — Extensive re- 
vamping of postage rates, which 
might have boosted second class 
to double the present figure, was 
quietly put to rest this week with 
the departure of C. A. Heiss for 
his Flemington, N. J., farm. 

Under a “cost ascertainment 
plan” promoted by the former 
A. T. & T. comptroller, the Post 
Office Department was to keep it- 
self out of the red by changing its 
rate structure so that all its serv- 
ices were self-sustaining. 

The project was endorsed by 
Frank Walker, the former Post- 
master General, but it was bitterly 
opposed by publishers who visited 
the department, and forwarded 
their views to the House post office 
committee. 

Some postage hikes may come 
next year to compensate for high- 
er post office salaries, but the de- 
parture of Mr: Heiss shows that 
Congress has not been sold on the 
idea that the second class “bargain 
rate” should be eliminated so that 
the department can make a profit. 

* * * 

The Presidential veto of price 
control was a nightmare for the 
working press. Most trade and 
business papers, and trade associa- 
tion bulletins had been unable to 
wait to see what would happen on 
Saturday. Moreover the “elite” of 
the press corps was sailing placidly 
down the Potomac on the National 
Press Club’s annual outing when 
the lightning struck. 

* * * 


By STANLEY E. COHEN, Washington Edit 


If the 1946 census of business | 


and manufactures had any chance 
of surviving the conference re- 
solving House and Senate versions 
of the Commerce Department 
budget, this quickly disappeared 
after Commerce Secretary Henry 
Wallace appeared before a Po- 
litical Action Committee training 
“school” here to renew his plea 
for-a “purge” of recalcitrant 
Democrats. Wallace foes made 
sure that the census was not in 
the final bill. 


* * # 


The unenviable job of directing 
the sale of surplus property passed 
this week to Maj. Gen. Robert Lit- 
tlejohn, former quartermaster for 
the European theater. Fifth man 
to head the sales set-up, he suc- 
ceeds Lt. Gen. E. B. Gregory, who 
decided that merited retirement 
will be more pleasant than the 
constant harping of a Congress 
that writes an impossible law and 
hounds good men who try to ad- 
minister it. 

* * ** 

In the legislative clean-up last 

week, the Lanham trademark bill 


IT’S. IN THE BAG! 
You analyzers of peace- 
time markets — knowing, of 
course, that Norristown’'s 


ABC City Zone is a growing 
53,429, and that selling it is 
strictly an inside job, because 


The Times Herald circulation 
is far greater than ALL 
THREE Philadelphia papers 
combined — should keep in 
mind that people here have 
READY CASH—to the tune 
of $16,000,000 —for quick 
epending. 


Ly DA. 
Times Herald 


esented Nationally by 
The iuuius OMATHEWS SPECIAL AGENCY 


| 


cleared its final hurdle and went 
to the White House, where it will 
shortly be enacted into law. Presi- 
dent Truman is also expected to 
sign the “sworn circulation” bill 
for weekly newspapers. Congress 
failed to pass a number of ap- 
propriation bills by the June 30 
deadline, leaving War Assets and 
a number of other agencies with- 
out funds for the new fiscal year. 
* Bo * 


Anti-trust Chief Wendell Berge 


feels that industries gaining ex- 
emption from the anti-trust laws 
may head into “some other, more 
comprehensive form of govern- 
ment regulation.” “The American 
people would not long put up with 
unregulated monopoly,” warns Mr. 
Berge, who says “too many busi- 
ness men, professing to believe in 
free enterprise, want to avoid the 
risk, uncertainties and the chance 
taking which is the root of the free 
enterprise system.” 


* * * 


Up to date.census material is 
scarce, but the Census Bureau has 
good figures for most California 
communities, thanks to a state law 
splitting gas tax revenue accord- 
ing to size of community. Within 
the past year nearly 130 California 
cities and towns have paid Census 


to make special studies to provide 
facts for gas tax claims. 
* * * 

Commerce Department may go 
into the production of training 
films which could be used by busi- 
ness men to instruct their help in 
the principles underlying the most 
effective methods of selling. This 
is one of the proposals of the De- 
partment’s small business advisory 
committee which spent three days 
last week reviewing possible aid 
for 1,500,000 small independent re- 
tailers throughout the country. 


St. Louis Has First FM 


Station WIL-FM, owned and op- 
erated by the Missouri Broadcast- 
ing Corporation, began operations 
June 21, the first FM in the St. 
Louis area. 


Transit Groups’ MBS 
Program is Half-Hour 


The American Transit Associa- 
tion’s new radio program, “Spot- 
light on America,” on the Mutual 
network, is a half-hour program 
instead of 15 minutes as reported 
in AA, July 1. ATA has signed 
a one-year contract with Mutual 
for the show. 

Herb Rice is the producer and 
Harry Salter will act as musical 
director. Owen & Chappell, Inc., 
is the agency for ATA. 


Schaeve Rejoins Sears 


Walter Schaeve, advertising 
manager of Sears, Roebuck & Co. 
retail stores in the Milwaukee area 
before entering the armed forces, 
has rejoined Sears as_ assistant 
sales promotion manager and ad- 
vertising manager. 


YER... 
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Tuars RIGHT—another fifty mil- 
lion dollars a year was added to payrolls 
of Washington, D. C., effective July 


1, 1946! 


The civil Service Commission 


considers that a conservative estimate of 
effect of the Federal Pay Act of 1946 on 
pay checks of classified Government em- 
ployees in D. C. alone. This brings the 
Civil Service portion of D. C. payrolls 
to $450,000,000.00 for the next fiscal 


year. 


That’s a lot of payroll for any city, but it 
does not include D. C. payrolls of thou- 
sands of non-Civil Service Government 
workers nor military personnel stationed 


in Washington. 


IN WASHINGTON .. . 


It is exclusive also of 


THEY BUY IT 


$0000" RAISE| 


private payrolls in Washington, 


which 


equal 53% of Government payrolls and 
are steadily climbing, according to inde- 
pendent estimates made in February 1946. 
Thus, at a time when many other 
great markets are afflicted with 
strikes, shutdowns and missed pay 
days, Washington continues to flour- 
ish as the Nation’s most inviting 
market for all kinds of nationally 


advertised products. 


Che Evening Sfar 


ea SUNDAY MORNING soit 


WHEN IT'S ADVERTISED 


IN THE STAR 
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—— The Advertising Market Place — 


The‘rates for this department are as follows: “Help Wanted,” “Positions 


Wanted,” “Representatives 
50 cents a line, 


and spaces per line; light bodyface 


Wanted,” 
minimum charge $2. Figure bold face heads 25 letters 


and ‘“‘Representatives Available,” 


34 per line. Box numbers add two 


lines. Terms cash with order. Forms close Thursday noon, 11 days preced- 
ing publication date. Display advertisements take card rates. 


_ HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 

185 N. Wabash Ave., Chicago 

Sell FAMOUS AMERICANS Series 
direct to schools and libraries. Sev- 
eral areas open. O.K. to sell with 
other publications. Charles Webb 
& Co., 1308% Lyman Place, Los An- 
geles 27, Calif. 
Man 30-35! aggressive, sober, retail 
grocery experience and advertising 
experience to handle promotion for 
growing chain of stores in north- 
west. Full details, photo in first 
letter. 

Box 8281, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
ewer.) A a wh 2 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 
United States 
George Williams—Personnel 
209 S. State St., Har. 2063, Chicago 
EXCEPTIONAL OPPORTUNITY 
for young man as understudy in 
Circulation Promotion. No actual ex- 
perience necessary. An aptitude to 
learn to write friendly copy and 
some ability to make rough layouts 
will be helpful. Some rural experi- 
ence desirable. Large National Pub- 
lishers. 
Box 8295, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 
TWO UNUSUAL OPENINGS, 
permanent and with growing oppor- 
tunities in prominent 4-A agency for 
young copywriters with some expe- 
rience and some_ service contact 
abililty. We are interested, chiefly, 
in securing men who can contribute 
ideas, write booklets, direct mail 
and trade copy for national accounts 
and develop into top caliber account 
men with our exceptionally stable 
organizations. 
Salary: $400 and $500. 

Box 8291, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVES WANTED 
NEW YORK PUBLISHERS 
REPRESENTATIVE 
for growing technical publication in 
a new field. Have good fallewion. 
ONLY qualified men who know in- 
dustrial field will be considered. 

Please be specific. 
Box 8296, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ee POSITIONS WANTED 
SPACE SALESMAN AT LIBERTY 
1945 Sales $4,000 per month. All 
new Business. Knows Midwest agen- 
cies and industrial accounts. 
Box 8292, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Walter Lowen 


PLACEMENT AGENCY 
. 
Established 1920 as headquarters for 


ADVERTISING PERSONNEL 


Office -:- Creative -:- Executive 
Resumes required before registration. 
Moderate placement service fee some- 
times paid or shared by the employer. 
420 Lexington Avenue 
New York 17, N. Y. 
LEX 2-8864 


A FUTURE IN— 
LITHOGRAPHY 


Offered the man having the understand- 
ing and knowledge to sell fine lithog- 
raphy—on an ample salary + bonus + 
expense basis. 


Replies welcomed from men in: 

Atlanta Cleveland 
Baltimore New York 
Philadelphia 
F. M. Metcalf Advertising Agency 
2039 Walnut St. Phila. 3, Pa. 


10 TONS PAPER 


Publisher with printing plant and 
paper contract for two tons enamel 
paper per month interested in buying 
or sharing ownership of business pa- 
per whose possibilities are not now 
fully exploited. Can provide com- 
plete editorial, advertising and busi- 
ness staffs. Principals only. 


Box 6517, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


| ground 


POSITIONS WANTED 
ADVERTISING MGR. OR ASST. 
Experienced copy, layout, direct 
mail, catalog, production. Ex Navy 
Lt. Married. 27 years old. Now with 
Chi. mfr. Desires spot anywhere. 
Box 8287, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
NATIONAL SPACE SALESMAN 
with seven years experience and en- 
viable record handling top nat’l ac- 
counts for leading West Coast 
newspaper ready for a_e change. 
Would like to associate with pub- 
lisher’s representative or good trade 
paper. Prefer to remain on West 
Coast but will consider Mid-west 
for attractive proposition. Best of 
references. 
Box 8288, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


EXPORT ADVERTISING AND EX- 
PORT SALES MANAGER, 15 years 
successful experience, unusual back- 
and thorough knowledge 
agency procedure, foreign markets 
and advertising media, linguist, 
seeks position as Export Sales 
and/or Export Advertising Manager, 
Account Executive or Export Pub- 
lication Representative. 

Box 8298, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


YOUNG WOMAN EXPERIENCED IN 
radio writing and broadcasting de- 
sires to do plblicity or promotional 
work slanted for radio acceptance. 
Box 8294, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADV., SALES PROMOTION MAN, 
recently Navy Pub. Info. officer. 
Magazine, newspaper, radio, direct 
mail, house organ exp. Knows copy, 
production, media. Prefers smaller 
cities, anywhere in U. S. Married; 
age: 42. 

ox 8297, ADVERTISING AGE 

00 E. Ohio St., Chicago 11, Il. 


CONTROLLER-OFFICE MANAGER 
Now with Top agency. Ten years 
experience in agency accounting, 
Finance, Taxes, office procedures, 
ete. College grad. Age 36. 
Box 8298, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 
Ohio and Michigan Buy Acres of 
Advertising Space. This area throbs 
with developments and now is the 
time to educate it on the merits of 
a substantial publication. If you 
need constructive and productive 
sales representation for this enor- 
mous advertising volume, address 
Box 8285, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 
Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request. 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio 


Agencies. Here’s an excellent op- 
portunity to acquire several top- 
flight transcribed commercial shows. 
Will produce on flat contract fee or 
= outright sales. Auditions 
avail. 

Box 8254, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, II). 


COPYWRITER 
WANTED 


Top-ranking 4-A agency in 
St. Louis needs experienced 
writer, preferably with some 
industrial account back- 
ground. Ability to write well 
and dig out copy material 
are equally important. Good 
opportunity for man capable 
of carrying the ball. 


Please make application 
complete — education, ex- 
perience, age, salary expec- 
tation, samples. Interview 
may follow. Replies held 
confidential. 


Box 6516, Advertising Age 
100 E. Ohio St. 
Chicago 11, Ill. 


ADVERTISING 
EXECUTIVE 


Wanted advertising executive under 

to become assistant to Chicago 
publisher of established business pub- 
lications. Preference will be given to 
one with extensive knowledge of trade 
publishing routine and practices. Sal- 
ary and bonus open to ambitious man 
not afraid of work. Write through 
third party if you desire. Exceptional 
opportunity. 

Box 6518, Advertising Age 

100 E. Ohio St., Chicago II, Illinois 


Most Advertisers 
Plan to ‘Hold 
Price Line 


(Continued from Page 1) 


plied: “End of OPA will not re- 
sult in increased prices on pack- 
aged medicines nor changes in ad- 
vertising.”’ 

Many advertisers told AA that 
it was too soon to make a pre- 
diction regarding future prices. 
Accordingly, Robert S. Peare, 
General Electric Company, said he 
had no comment “from an adver- 
tising point of view.” National 
Dairy Products had no comment; 
Kellogg Company, Swift & Co. 
and Armour & Co. likewise would 
make no statement at this time. 

Other advertisers indicated there 
would be repricing policies. For 
example, Royal Little, president of 
Textron, said there may be a 
sharp rise in textile prices dur- 
ing the next six months but Tex- 
tron does not plan te raise prices 
again “unless forced to do so.” 
He added that some OPA pricing 
schedules have made Textrom op- 
erate at a loss, and these inequi- 
ties would be corrected. W. R. 
Hendricks, Brown & Williamson 
Tobacco Corporation, said it “‘con- 
templated no immediate change in 
policies or prices.” 


Asks Support for Truman 


The new Council of American 
Business ran copy in newspapers 
of 12 major cities to solicit busi- 
ness support for President Tru- 
man, to reaffirm its view that gov- 
ernment price control is necessary, 
and to urge business men to wire 
Congressmen to enact price con- 
trol legislation. The copy was 
placed through Louis M. Cottin & 
Co., New York. 

William K. Jackson, president 
of the Chamber of Commerce of 
the United States, sent a message 


‘today to all member organizations 


urging them to impress on the 
businesses in their membership, 
both as sellers and buyers, the im- 
portance of preventing unwar- 
ranted price increases. 


NAM Runs Ads 


The National Association of 
Manufacturers, long a severe critic 
of price controls, is spending $165,- 
000 through Benton & Bowles for 
a newspaper insertion to “reassure 
the buying public.” The ad ran 
in full page in New York and 
Washington dailies on July 3, and 
will appear in full page in all dai- 
lies in 14 major markets, and 1,- 
500-line space in about 200 more 
dailies on July 8. It is also sched- 
uled for 700 lines next week in 
1,800 weeklies. 


In a_ statement, Ira Mosher, 
chairman of the NAM board, urged 
manufacturers to take ‘‘no short- 
sighted advantage of the tempo- 
rarily disrupted price situation. 

“TI would particularly appreciate 
receiving a copy of any statement 
or advertisement you may spon- 
sor,” Mr. Mosher told members. 
“The left wing propagandists who 
fought for perpetuation of price 
controls have charged that busi- 
ness and industry would seize any 
opportunity to charge exorbitant 
prices to reap exorbitant profits. 

“Your answer to that slanderous 
charge must be...action that will 
make industry’s price policy crystal 
clear to the American people. If 
we do not take such action, our 
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| enterprise system will be severely 
‘condemned and another long step 
'will be taken toward a totally 
regimented economy.” 


Stanford Wires Advertisers 


In the absence of Paul B. West, 
president, who is on the Pacific 
Coast, the Association of National 
Advertisers as yet has made no 
statement on the death of OPA. 

In a telegram to leading na- 
tional advertisers and advertising 
agencies, Alfred B. Stanford, na- 
tional director of the Bureau of 
Advertising, ANPA, urged “manu- 
facturers who know their price 
policies...to publish the facts 
about them immediately,” to pre- 
vent “‘scare buying.” Mr. Stanford 
explained that “through informa- 
tive, factual newspaper advertis- 
ing. ..national advertisers can help 
bring about a stabilized situation 
...and can make many friends for 
themselves among a worried and 
wondering public.” 

Paul S. Willis, president of Gro- 
cery Manufacturers of America, 
suggested to members that they 
advertise their intention of doing 
their part to hold the price line. 
There will be no runaway price 
increases on branded food and 
grocery products, he said. 


Many Reveal Policies 


Meanwhile, manufacturers in 
many industries already have an- 
nounced their policies—some of 
them in advertising. Alexander 
Smith & Sons Carpet Company 
and its affiliate, C. H. Masland & 
Sons, published a newspaper ad on 
July 1, through Anderson, Davis 
& Platte, New York, saying that 
“we have today informed all of 
our dealers that during the months 
of July, August and September, 
1946, we will continue to deliver 
them rugs and carpets, as fast as 
we can make them, at the present 
established OPA ceiling prices. So 
long as we have the collaboration 
of labor and our suppliers we in- 
tend to hold the line.” 

Both Bourjois, Inc., and its affili- 
ate, Barbara Gould, cosmetics, ran 
separate newspaper ads, through 
Foote, Cone & Belding, with the 
same headline: “OPA or Not, Our 
Prices Remain Unchanged.” 


Grant Reassures Buyers 


In 280 cities throughout the 
,country, W. T. Grant Company, 
operating 500 stores, made news 
with an advertisement saying that 
the company “guarantees to sell 
the $65 million worth of goods it 
now owns without increasing prices 
one penny.” Grant also pointed, 
out that “we know that we can 
purchase at least $100 million 
worth of additional goods this fall 
at fair prices.” 

Sears, Roebuck & Co. reproduced 
in newspapers a telegram to all 
its store managers from T. V. 
Houser, Chicago, vice-president in 
charge of merchandise, emphasiz- 
ing that “Sears policy will be 
to retain prices at established ceil- 
ings. Where new prices are being 
established, proceed on exactly the 
same basis as if OPA still existed.” 


Stores Warn Their Sources’ 


In a business paper advertise- 
ment, Allied Stores Corporation, 
New York, embracing 35 large de- 
partment stores from Boston to 
Seattle, told consumer goods man- 
ufacturers that “during the pres- 
ent period of uncertainty regard- 
ing that “Sears policy will be 
increases by our resources will be 
recognized. Until we feel that the 
present situation has crystallized, 
Allied will purchase no merchan- 
dise at prices higher than those 
prevailing June 28.” 

Leading stores in the New York 
metropolitan area were unanimous 
in announcing in newspaper adver- 
tisements their intention to keep 
prices down. 

R. H. Macy & Co., “the world’s 
largest store,” said that “in this 
interim period, pending further 
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clarification from Washington,” it 
will “continue to price all mer- 
chandise in accordance with pre- 
vious OPA regulations,’ and its 
“staff of comparison shoppers will 
make doubly certain that our 
prices are in conformity with our 
traditional low-for-cash price pol- 
icy.” 
Stores Give Their Views 


Dorothy Shaver, president of 
Lord & Taylor, reproduced in a 
newspaper advertisement her 
memorandum to the store’s buy- 
ers: “...to make sure that the line 
is held, don’t take advantage of 
the ending of OPA to change 
prices of merchandise already on 
hand or on firm order. And don’t 
continue to deal with manufactur- 
ers, if there are any, who attempt 
to take unfair advantage of the 
present situation.” 

Abraham & Straus, Brooklyn, 
pointed out that it “will continue 
to operate in all parts of the store 
as if all OPA regulations were 
still in effect.” 

Kresge, Newark, emphasized 
that “we have confidence in the 
ability of the consumer goods in- 
dustries and the retail stores in 
proving themselves capable of 
maintaining their sound principles 
of fairness during this period of 
uncertainty.” 

Hearn’s, Bloomingdale’s and 
other department stores, John Da- 
vid, Browning King and other 
men’s stores, Ludwig Baumann, 
furniture, were among New York 
retailers who emphasized their in- 
tention to hold the price line. 

Thirteen upper Fifth Avenue 
shops, including Bergdorf Good- 
man, Bonwit Teller and Saks Fifth 
Avenue, ran a joint insertion to 
anounce that “we will keep OPA 
ceiling prices posted and maintain 
our OPA records exactly as they 
have been during the life of the 
Price Control Act, until Congress 
has had ample time to enact other 
legislation.” The headline was, 
“Without the Force of Law, Mr. 
President.” 


Sends Pledge to Members 


Lew Hahn, general manager of 
National Retail Dry Goods Associ- 
ation, has sent a pledge to the as- 
sociation’s 7,000 members. The 
pledge, in the form of a certificate, 
is composed of three points: 


(1) We will make merchandise 
of honest quality available to the 
public as rapidly, and in as large 
volume as the circumstances will 
permit. 

(2) We will prohibit within our 
own establishment any and all dis- 
position to exploit current condi- 
tions by increasing prices beyond 
our cost plus our normal necessary 
markup. 


(3) So long as scarcity of any 
line of merchandise may continue, 
we will endeavor to distribute 
goods equitably among our cus- 
tomers. 


Chain stores were evidently dis- 
posed to go along with the general 
movement to keep a cap on prices. 
Chain Store Age supports volun-. 
tary price control, and points out, 
that chain stores, besides their® 
competitive price policy, have a@ 
dual function in that their prices 
establish a sort of criterion for all> 
retailing in their various fields. 


ah Nas 


A & P, Safeway Act 


Both A&P and Safeway, the 
largest grocery chains, took paid’ 
space and released statements em- 
phasizing their intention to “hold | 
the line.” 

Safeway’s position, published in 
all its advertisements this week, 
was predicated on the following 
three price policies: 

*“(1) Safeway will continue to 
give consumers the benefit of sav- 
ings resulting from our way of 
doing business by pricing at the 
lowest point that will yield a rea- 
sonable profit. For many years 
Safeway’s profit has averaged less 
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than two cents on every dollar of 
sales. (2) Safeway will do no 
speculative hoarding. . . (3) Safe- 
way will pay full legitimate mar- 
ket prices to farmers and other 
producers of food.” 

Safeway released this statement 
on Thursday, when the status of 
OPA was in doubt. OPA or not, 
the company said, “food prices 
will be kept as low as possible.” 

A&P’s president, John A. Hart- 
ford,. said in a widely-publicized 
statement that “prices in all our 
stores will show no increase to- 
morrow (Monday). We will take 
no advantage of the fact that 
price controls have been removed. 
There will be no increase in our 
gross profit rate: that means our 
average markup over our costs 
will be the same as it has been.” 

A&P was readying a new series 
of advertisements, prepared by 
Carl Byoir & Associates, public 
relations. 


Nets Sound Opinion 


. The four major radio networks 
lost no time sounding out opinion, 
official and otherwise, on the 
probable effects of OPA’s death 
and the possibilities of a buyers’ 
strike. 

ABC Monday night (1) put 
OPA chief Paul Porter on the air 
from Washington, (2) called in 
newscasters in 15 cities to report 
on local conditions and feelings, 
and (3) put newly named New 
York State rent commissioner Jo- 
seph D. McGoldrick on a statewide 
hookup to tell how New York 
would maintain rent ceilings. 

CBS aired a roundup Monday 
from five cities and Tuesday from 
four cities, and Tuesday night 


broadcast a talk by Sen. E. H./ 


Moore, (R., Okla.) OPA foe. 
Mutual called in 11 cities Tues- 
day on an “America Without Price 
Control” roundup. A buyers’ 
strike was urged by Walter Win- 
chell in his Jergens - sponsored 
broadcast and by Fiorello La- 
Guardia in his unsponsored com- 
mentary on ABC Sunday. “A 
buyers’ strike following the pat- 
tern of 1920 will be the consum- 
ers’ answer to the Congressional 
highjacking of prices,’ said. Mr. 
Winchell. “Don’t buy anything 
you don’t need except essentials 
and medicine.’ Mr. LaGuardia 
said that “for the next few days 
... - I strohgly advise not to buy 
anything. Don’t buy a thing. 
These very persons who are seek- 
ing to gouge you... are not satis- 
fied with reasonable prices.” 


Bowles on Air 


NBC scored a scoop by putting 
Chester Bowles on the air from 
Washington at 12:39 p.m. Satur- 
day, a few minutes after the OPA 
veto was announced. The net 
broke in on the Brown Shoe Com- 
pany’s “Smilin’ Ed McConnell and 
his Buster Brown Gang” show to 
air Mr. Bowles. NBC also did na- 
tionwide roundups Saturday and 
Monday on the OPA question. 
Tuesday night the network put 
Mr. Bowles on again to talk on 
“Where Do We Go From Here?” 

Although many advertisers took 
large space in newspapers to as- 
sure the public that they would 
hold the price line, a check of the 
radio network offices in New York 
uncovered only three instances of 
a sponsor submitting copy along 
this line. In commercials on a 
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news period Monday over WABC, 
CBS key station, Thom McAn 
Shoe Company announced it would 
“hold prices as long as possible.” 

On WJZ, key ABC station, 
Chiquita Banana announced in be- 
half of United Fruit Company that 
UF “expects to make no change 
in the price of bananas which 
would result in an increase in the 
prices to the consumer.” The 
Grand Union Food Stores made a 
similar announcement. 


COST-OF-LIVING PRICES 
START UPWARD TREND 

NEw YorK—On the cost-of-liv- 
ing front, the basic items in the 
family budget—rent and food— 
showed the greatest inflationary 
pressure. Except in New York, 
New Jersey and Washington, D.C., 
where rents were frozen by state 
law, increases of from 15% to 30% 
and ranging all thé way up to 
300% were reported. Retail food 
prices rose from the level of OPA 
ceilings to reflect existing black- 
market prices, according to the 
consensus of reports, while farm 


prices rose sharply. 

The prices of farm products 
went up on all exchanges. Corn 
went up 71 cents a bushel, wheat 
15 cents, oats 15 cents, and cattle 
set an all-time high of $22.50 a 
hundredweight in some areas. 
Milk in the eastern market was 
expected to rise 2 cents a quart 
to compensate for the removal of 
subsidies. 


Clothing People Active 


Clothing and apparel manufac- 
turers’ associations all released 
“hold the line statements.’’ Most 


-|also added that increased material 


and labor costs would be reflected 
in retail prices, however. The 
Clothing Manufacturers of the 
U. S. A. advertised a resolution 
by its board of directors urging 
“that manufacturers of men’s, 
boys, and children’s clothing con- 
tinue to use the basic OPA pricing 
formula.” The Popular Price Dress 
Manufacturers Group, the Na- 
tional Coat and Suit Recovery 
Board, the New York Dress Insti- 
tute and the Millinery Stabiliza- 


| tion Committee all pledged “No | 


runaway prices.” | 

Textile costs, however, showed 
indications of a rise, with spec- 
tacular increases in cotton futures 
recorded on the exchanges. Both 
the American Woolen Company 
and the Industrial Rayon Corpora- 
tion, on the other hand, announced 
that their prices would remain the 
same. 

Coal prices are expected to be 
revised upward, while crude oil 
will probably go up 25 cents a 
barrel. Copper, lead, zinc and 
platinum prices have increased, 
but no general statement on steel 
price policy was forth-coming 
from U.. S. Steel or any other 
source. Prices of specific steel 
items such as nails and wire will 
increase, however, even though 
general price stability hdlds 
throughout the rest of the indus- 
try. 


Drug Prices Stable 


Drug prices “almost certainly” 
will remain stable, according to 


the National Wholesale Druggists 


$5 


Association. NWDA points out 
that drug prices did not increase 
during the war years, and that 
OPA ceilings helped the industry 
in its long ‘struggle to establish 
price maintenance and “fair trade” 
in the drug industry. 


While whisky prices probably 
will not go up at once, “under- 
the-counter” prices for branded 
whiskies are expected to appear 
on retailers’ price tags, and the 
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price of aged bulk whisky in stor- 
age is expected almost to triple its 
OPA ceiling of $1.57 a gallon. 

The American Paper & Pulp As- 
sociation urged its members to ex- 
ercise restraint in establishing 
price policies. Principal increases 
in this industry were expected in 
cheaper, “open-end” items such 
as grocery bags. 

Most appliance manufacturers, 
particularly those who emphasize 
price maintenance, contemplated 
no immediate price changes. Au- 


tomobile dealers, however, are ex- 
pected to pass on the 4%% they 
had been required to absorb under 
OPA’s price absorption policy in 
granting automobile price in- 
creases, bringing their discount up 
from an average of 191%2% to 24%. 


Appoints Avery, Inc. 
Station WHBF, Rock Island, IIl., 

has appointed Lewis H. Avery, 

Inc., New York, as national rep- 


resentative, effective Aug. 1. 


Predicts 100,000 Tele 
Set Sales in England 


Cc. O. Stanley, chairman of the 
British Radio Industry Council 
television committee and man- 
aging director of Pye Radio Ltd., 
predicted at a New York luncheon 
tendered him last week by Niles 
Trammell, NBC president, that 
100,000 black-and-white television 
receivers will reach the English 
public this season. 

The British radio executive said 
that 25,000 video sets have been 


in regular operation in British 
homes since the recent launching 
of England’s postwar television 
programs. 


Power-Pak to Warner 


Power-Pak Products, Buffalo, 
manufacturer of auto tire inflator 
and fire extinguisher units, has 
placed its advertising with Harold 
Warner Company, Buffalo. Con- 
sumer magazines, newspapers, 
trade publications, point-of-sale 
promotion and packaging will be 
used. k 
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We wish you could deliver to our audience a lot 


more radios than you will this year. We know they 


would buy 982,000 more than you plan to deliver 


. here. And next year, they'll be waiting for that 


982,000. 


But they'll be waiting, then, for specific brands. 


Whose brands will depend upon who makes use of 


the close, intimate, 


almost-personal contact which 


WSM has with the five million folks who live under 


our umbrella. 


It would require an elaborate combination of me- 


dia to supply the coverage of these families which 


WSM, alone, delivers. Nor will any combination of 
other media match the confidence which WSM has 


bred through more than twenty years of sincerity. 
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YER GRAN’MA AND ME HEV 
BEEN USIN’ 3-IN~ONE 
~ FER AS LONG AS | KIN 

RECOLLECT...NUTHIN! LIKE IT! 


THE HEAD—A folksy family will do 

the selling for 3-in-One oil this season. 

Here's grampa working away at his 
stint. 


3-in-One Uses 
Told in Family 
Cartoon Series 


New YorK—Breaking away 
from its previous copy styles, 3- 
in-One oil goes informal and 
slightly humorous in its current 
national magazine campaign. In 
a cartoon series featuring every- 
body in the family from Grandpa, 
who has “used ‘3-in-One’. fer as 
long as he kin recollect,” down to 
little Suzie who quiets baby buggy 
squeaks, Boyle-Midway, Inc., is 
using small space copy in 13 na- 
tional magazines to run from July 
through November. 

Supplemental copy will appear 
in six outdoor magazines, nine 
home workshop books and 14 
trade publications. This fall, 
newspaper space promoting 3-in- 
One for hunters’ use is scheduled. 
With the beginning of the current 
campaign, dealers are receiving 
special merchandising dispensers 
portraying the 3-in-One trade- 
mark to be used as a self-service 
dispenser. 

W. Earl Bothwell, Pittsburgh, is 
the agency. 


Young Names Three, 


Gets Six New Accounts 


George Logan Price, formerly 
with Ralph H. Jones Company, 
Cincinnati 
Mayers Company, Los Angeles, has 
become an associate* with M. M. 
Young Agency, recently formed 
with offices in the Pershing Square 
building, Los Angeles. Eleanor 
Vidovich, formerly with Behel, 
Waldie & Briggs, Chicago, has 
joined the agency as executive 
secretary, and Barbara D’Acosta 
has been named head of the 
clients’ sales promotion depart- 
ment. 

‘The agency has been appointed 
by the following: Stack-Plastics, 
plastic toys and merchandise pack- 
aging; Moto-Sway Corporation of 
America, Auto-Rock lubrication; 
Paul C. Sink Company, dry-clean- 
ing equipment; Mund’s_ Boiler 
Company, inclined water tube and 
Parker automatic boilers; Lewis 
Mfg. Company, car washing sys- 
tems and Beaugay Studios, maker 


NASHVILLE 


of costume jewelry. 
COSMETICS, 
DRUGS, FOODS, 


MANY vs: 


are OVERLOOKING A MARKET 
That’s as wide and broad as 
the United States itself. 


Cosmetics, drugs, foods, drinks,— 
everything from automobiles to 
zithers are purchased at the rate 
of seven billion dollars a year by 
this very active home market. It’s 
easy to overlook because we're ail 
so close to it. But it’s easy to reach, 
too. You reach the big American 
Negro market through the race 
papers to which the Negro looks 
for guidance. The good will, con- 
fidence, and regular patronage of 
the Negro can be won and held by 
advertising in the Negro papers. 

You owe it to your business to 
get the facts about the success 
stories built upon reaching this 


great and growing market through ~ 


advertising. Write to Interstate 
United Newspapers, Inc., 545 Fifth 
Avenue, New York. Get the facts. 
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Advertising Age, July 8, 1946 


PHOTOGRAPHIC REVIEW OF T 


BEHIND THE SCENES—Getting a workout at CBS television station WCBW, 
New York, in preparation for Gulf Oil's "CBS Television News," are (standing, 
left to right): Bill Forbes, director of Young & Rubicam's television depart- 
ment; Paul Richardson, Y&R account executive; George Moskovics, commercial 
manager of the station; T. V. Smith, Y&R; Harry Hartwick, Y&R commercial 
writer, and Carlos Franco, director of the agency's station relations. Seated 
are Wes McKee, Y&R producer, and Charles Cassidy, writer. 


TELEVISION -MOTION BICTUVE 
PRODUCTION CENTER : 


PROPOSED 'TELECITY'—This is an architect's conception of the $60,000,000 
"Telecity" proposed to be constructed in the New York metropolitan area 
as a television motion picture production center for networks, radio and tele- 
vision stations, advertisers, agencies and independent producers. Lawrence B. 
Elliman, New York real estate man, who announced the project, said “expert 
business and technical management’ has been secured, “adequate financing 
has been assured" and the corporate structure will be announced shortly. The 
"Telecity" would cover 1,000 acres and include 24 large movie studios. 


TRADITION REVIVED—McCandlish Lithograph Corp., Philadelphia, is again 

publishing its annual calendar, discontinued in 1942 due to pressure of war 

work. This one, to be distributed this month, features a reproduction of a 

painting by J. J. Enwright, and follows the McCandlish calendar custom of 
running from July to July. 
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CHEVROLET COPY ROLLING—Aft long last, major promotion for Chevrolet is appearing extensively. At upper left is a 
service ad which ran in June in 4,200 newspapers, while next to it is one of five ads on cars and trucks scheduled for 10 
national farm publications. At upper right is one of a special women's series of full color pages to run in Good House- 


keeping and Ladies’ Home Journal. At lower left is a two-color spread scheduled for Nation's Business, Newsweek, Time 
and 38 business papers. At right is a four-color spread to appear in Life, Newsweek and The Saturday Evening Post, with 
others in the series set for Collier's, Look and Time. (Story on Page 21!) 


‘BREAKFAST CLUB' ADDS SPONSOR—Kay Daumit, seated at left, vice president of Kay Daumit, Inc., Chicago, begins 

sponsorship Sept. 2, of the first quarter hour of ABC's "Breakfast Club" for Lustre-Creme shampoo, sharing the show with 

Swift and Philco. The others at the desk are Harry Daumit, president, and Don McNeill, emcee. Standing are James L. 

Stirton, assistant to the vice-president of ABC's central division; R. W. Miller, ABC account executive; Frank Reed, head 

of media, Hill Blackett & Co.; Frank R. Babcock, account executive of the agency, and Robert McKee, assistant sales 
manager of the net's central division. (Story on Page 28.) 
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‘HOLIDAY' COOPERATES IN ADWOMEN'S NEW MEMBERS' PROGRAM—A packed house turned out at Philadelphia's Poor Richard Club on June 18, for the Philadelphia Club of Advertising Women's 

annual new members’ night. Cooperating with the adwomen, Curtis Publishing Co. provided display material for the room's motif. Zelia Zigler, manager of Holiday Service, addressed the audience on 

the trials and tribulations connected with solving readers’ travel problems, and Margaret Hockaday, the magazine's fashion editor (at microphone), conducted a “vest pocket" fashion show with models and 
fashions furnished by Gimbel Bros. Alice Mooney, space buyer for the Lawrence |. Everling agency, was general chairman of the meeting, at which 28 new members were inducted. 
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CMQ’‘s Sr. Mestre 
Builds New Radio 


Center in Havana 


HavanA—Radiocentro, a $2,000,- 
000 version here of New York’s 
Radio City, will be opened next 
spring, housing studios and offices 
of Cuba’s leading radio station, 
CMQ, and the Circuito CMQ (net- 


There’s a 
preference 
here for NBC 
shows—and 
for KDYL’s 
brand of 


showmanship. 


work), as well as two theaters, a 
bowling alley, night club, auto- 
mobile showroom and many stores 
and shops. 

Financed by a number of Cu- 
bans, the large modernistic center 
has been planned by Goar Mestre, 
president of the CMQ network and 
founder of Publicidad Mestre & 
Co., Cuba’s largest advertising 
agency. 

Sr. Mestre, 34, a Yale University 
graduate, formerly worked for Na- 
tional Carbon Company in New 
York and Buenos Aires. Return- 
ing to Cuba, he founded his agency 
in 1942 and, in 1943, bought the 
controlling interest in Circuito 
CMQ. He has emphasized build- 
ing large daytime audiences and 
has built popularity for quarter- 
hour programs here. 

Radiocentro will provide suit- 
able quarters for radio and tele- 
vision studios for CMQ and the 
six-station net. Warner Bros. has 
leased the center’s 1,750-seat the- 
ater for its motion pictures, and a 
500-seat theater will handle news- 
reels. The center will also house 
a large restaurant, a cafeteria, 
bank, drug store, grocery store, 
music shop and other retail stores. 


Sinclair Elected Head 
of Canadian Admen 


Moray Sinclair, public relations 
director of T. Eaton Company, 
Winnipeg, was elected president 
of the Canadian 
Advertising and 
Sales Federa- 
tion at its 2nd 
annual meeting 
at the Chateau 
Laurier, Otta- 
wa Don E. 
Laws, Station 
CJOR, Vancou- 
ver, was elected 
lst vice - presi- 
dent and Elmer 
Freel, McLar- 
ens Ltd., Hamil- 
ton, 2nd vice-president. Other of- 
ficers elected are J. E. Cooper, 
Canadian Business, secretary, and 
H. S. Putnam, Canadian Marconi 
Company, Montreal, treasurer. 

The Federation’s award for the 
best club program for rehabilita- 
tion of veterans was presented to 
the Advertising and Sales Club of 
Toronto. 


Moray Sinclair 


Kerrigan Promoted 


Walter C. Kerrigan, assistant 
manager of the nickel sales de- 
partment of International Nickel 
Company, New York, has been ap- 
pointed manager, succeeding the 
late Rudolph L. Suhl. 
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1-3 of Canadian 
Media Dollar Went 
fo Dailies in ‘44 

Toronto—Substantial differ - 
ences in budgeting the advertising 
dollar between Canadian and U. S. 
advertisers has been revealed by 
a special survey .of ad expendi- 
tures in Canada in 1944, made by 
the merchandising and_ services 
branch, Dominion Bureau of Sta- 
tistics. 

The survey shows °44 ad ex- 
penditures in Canada _ totaled 
$104,925,535, including $53,630,887 
for publication advertising, $16,- 
492,594 for catalogs and other 
printed matter and $11,486,952 for 
radio advertising. 

A breakdown showing expendi- 
tures in daily newspapers, general 
magazines and radio (including 
talent), according to the Canadian 
Daily Newspapers Association, 
shows that, for the three media, 
66.6% went into newspapers, 
23.5% into radio and 9.9% into 
magazines. The association com- 
pares this with figures of 48.5%. 
for newspapers, 30% for radio and 
21.5% for magazines in the United 
States in 1944. The latter estimates 
are given as those of L. D. H. 


Weld, director of research, Mc- 
Cann-Erickson. 


Covers Ad Departments 


The new Canadian survey shows 
that ’44 ad expenditures also in- 
cluded $5,949,499 for agency com- 
missions; $4,522,848 for “trade 
work engravings, etc.”; $4,049,200 
for “advertising departments of 
advertisers (internal costs)’; $4,- 
144,601 for outdoor advertising; an 
estimated $3,000,000 for advertis- 
ing postage, and $1,648,954 for 
miscellaneous costs. 

Another breakdown shows that 
daily newspapers received $32,- 
612,339 for ads in 1944; weeklies 
received $5,328,791; general maga- 
zines, $4,862,942; trdde and tech- 
nical publications, $5,703,007; farm 
publications, $1,875,590; controlled 
distribution weeklies, $345,992. 

Agency billings totaled $36,- 
944,785, including $426,489 for 
market surveys and the like. 


John Nuveen Acquires 
Standard Chemical 


Standard Chemical Company, 
Des Moines, manufacturer of 
pharmaceuticals and _ physicians’ 
supplies, has been acquired by 
John Nuveen & Co., New York 
and Chicago investment house. 
Charles M. Baker, sales manager 


-|of Armour Laboratories, a division 


of Armour & Co., Chicago, has 
been elected president and direc- 
tor, succeeding Guy E. Logan, 
retired. Warner Crusinberry, op- 
erating manager of Standard 
Chemical, has been elected vice- 
president and Arthur F. Goeing, 
analyst, accountant and statisti- 
cian of John Nuveen & Co., has 
been named secretary-treasurer. 


‘AP’ Bill Gets Okay 

Federal legislation to exempt 
mutual newsgathering organiza- 
tions from the anti-trust laws took 
a first step toward adoption when 
the House judiciary subcommittee 
forwarded a bill by Rep. Mason de- 
signed to nullify the Supreme 
Court decision against the AP. The 
full committee must consider the 
— before it can reach the House 

oor. 


Becomes Vice-President 


Don Alexander Jr., formerly in 
charge of Alexander — Com- 
as re- 


HOSTESS—Biggest campaign of Heir- 
loom sterling division of Oneida Ltd. 
will play up~perfect “hostesses of to- 
morrow. Here one of them, Conover 
model Madelon Mason, who demon- 
strated the theme at Oneida sales 
meeting, gets a set of sterling from 
Richard A. Bloom, Heirloom's sales 


ee ie 
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K. C. Distributor 
Reaches Retailers 
Via Radio Show 


Kansas City, Mo.—Johnhans, a 


distributing organization here han- ~ 


dling more than 1,500 advertised 
products, has launched a drive 
over Station KCMO to reach buy- 
ers for retail stores. 

Initial results of the promotion, 
believed the first of its kind for a 
jobber, have proved highly suc- 
cessful and have shown: radio to 
be a satisfactory “trade medium,” 
E. C. Gosnell, president of John- 


hans, asserts. - 


Commercials directed to retail 
store managers in the drug, hard- 
ware, appliance and related fields, 
tell about merchandise available 


: director. at Johnhans’ space in the Kansas 
i City Merchandise Mart. The pro- 
Si lverware Copy gram, “Phyllis Lane Shops the 
Mart,” is heard three times a week. 
Packs a Boost Mr. Gosnell plans to expand the 
Pp radio campaign to a larger area 

for Dinner Gowns | x tte future. 


OneEmpA, N. Y.—With the as- 
sumption that every girl wants to 
be admired as a charming hostess, 
the Heirloom sterling division of 
Oneida Ltd. has succeeded with its 
current promotion for Heirloom 
sterling tableware, in getting in a 
whacking good boost for beautiful 
gowns, difficult hair-dos and gen- 
erally expensive furnishings. 

With full-page, full-color copy 
in Bride’s Magazine, Buying Guide 
for the Bride, Glamour, Good 
Housekeeping, House Beautiful, 
House & Garden, Mademoiselle 
and Vogue, Oneida is offering 
Heirloom sterling “for the Hostess 
of Tomorrow.” If the “Hostess of 
Tomorrow” takes a notion to dress 
herself up in keeping with the 
way Oneida suggests for the table, 
trousseaux will in all probability 
cost more, “come fall.” 

The new copy theme was intro- 
duced recently at a company sales 
meeting. Moser & Cotins, Utica, 
is the agency. 


Perfex Names Karstaedt 

The Perfex Corporation, Mil- 
waukee, has appointed Dale D. 
Karstaedt, formerly advertising 
and sales promotion manager of 
National Enameling & Stamping 
Company, as manager of its new 
color print division (AA, June 3). 
Anthony Schaller has been placed 
in charge of research and produc- 
tion for the division. 


James R. Reese Advertising 
Company here handles the account. 


Map Frozen Food Drive 


Brown’s Frosted Foods, Inc., 
Philadelphia, through its newly 
appointed agency, Rodgers & 
Brown Advertising, New York, 
will launch this fall a consumer 
and business paper advertising 
campaign. Consumer media will 
include newspapers and national 
Magazines, supported by outdoor 
posters, 


Celebrates 25th Year 


Weil & Damsey, New York, boys’ 
outerwear manufacturer, through 
J. M. Reilly Agency, Boston, has 
planned a national campaign cele- 
brating its 25th anniversary. 


MAILIORDER 
ADVERTISING 


nee “G UTS” 


From now on, mail order advertising and 
direct mail will have to work harder! Pretty 
pictures, smart layouts onal engravings 
alone won't sell it. It'll take headlines and 
copy with "GUTS"—ideas and careful plan- 
ning—to make ‘em want what you have to sell 
instead of what your competitor wants fo sell 
them. Get our story! Serving by mail, coast 
to coast in United States and nada. 


LES L. FINKLE ASSOCIATES 


408 South Spring, Los Angeles 13, Calif. 
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NEW ORLEANS ~ 


EPARTMENT OF LOYOLA UNIVERSITY 


pany’s eastern affairs, 
turned to the home office in Colo- 
rado Springs to become assistant 
to the president, J. Don Alexander, 
He has also been elected vice- 
president of the company and of 
Alexite Engineering Company, a 
subsidiary. 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katr Agency, Inc. 


Magazine 
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‘Decontrol’ Test 
Nears Quick Exit 
as Prices Soar 


(Continued from Page 1) 
commodity markets, administra- 
tion leaders argued, however, that 
retailers would soon be helpless 
to hold the line, as suppliers 
passed on the inflated commodity 
prices. 

Outgoing Stabilization Chief 
Chester Bowles in a radio vale- 
dictory pointed out that on July 1 
alone, the index of spot market 
prices for basic commodities “took 
the phenomenal jump of 3.7%.” 

Record prices for beef cattle, 
despite huge runs at the stock- 
yards, impressed the capital, along 
with reports that the Dun & Brad- 
street index of wholesale prices 
for 31 commodities had topped its 
previous peak set in 1919. 

Spurt of corn up 30% in one 
day, with implications for the fu- 
ture domestic and export food 
supply, caused considerable alarm. 
The fact that cotton hit a 23-year 
high was widely discussed. 


Porter Thanks Retailers 


Price Administrator Paul Porter, 
who now spearheads the fight for 
OPA, thanked retailers for their 
pledges, and urged that they re- 
sist the temptation to mark up 
stock on hand. 

Those favoring price control 
were quick to assert that the mar- 
kets were acting as they had an- 
ticipated, and that further break- 
throughs at the retail levels would 
come as soon as existing retailer 
inventories were exhausted. 

With public feeling running 
high, and Congress alarmed by the 
initial market movement, it ap- 
peared doubtful that the “decon- 
trol” test would be permitted to 
continue much longer. 

Democratic Senate leader Alben 
Barkley was conferring with Sen- 
ator Taft on a compromise bill 
which probably will resemble the 
rejected legislation, except for 
possible modification or elimina- 
tion of the Taft pricing formula, 
and perhaps the Wherry amend- 
ments outlawing retailer cost ab- 
sorption rules. 

Administration fire has been 
heavy on the Taft amendment, 
which Mr. Porter considers ‘“un- 
workable.” According to the 
pricing chief, 85% of the indus- 
tries regulated by OPA do not 
have accounting methods which 
could provide the data necessary 
for pricing under this plan. 

Mr. Porter claims that a test 
of the 1941-cost-plus-subsequent- 
costs-plus-profit formula in the 
canned grapefruit order for 1944 
required the services of 100 ac- 
countants for six months, and an 
expenditure of $100,000. 


ATF, Inc., Set Up 
as Holding Company 


American Type Founders, Inc., 
Elizabeth, N. J., has changed its 
name to ATF, Inc., and hereafter 
will function almost solely as a 
holding company for the various 
interests in the ATF group, which 
include American Type Founders, 
Inc., Elizabeth; American Type 
Founders Sales Corporation, Eliza- 
beth; Frederick Hart & Co., Pough- 
keepsie; Daystrom Laminates, Inc., 
Daystrom, N. C., and Daystrom 
Corporation, Olean and Friend- 
ship, N. Y. 

Thomas Roy Jones, head of the 
company for 14 years, is presi- 
dent of the new parent company 
and board chairman of associate 
companies. 


Loeser to Maxwell Dane 


Frederick Loeser, Inc., Brooklyn 
department store, has appointed 
Maxwell Dane, Inc., New York, 
to handle radio and magazine ad- 
vertising. 


Four A’s Launches 
Program to Keep 
Cash Discounts 


(Continued from Page 1) 
Boston Post, Cincinnati Times- 
Star, Pittsburgh Post - Gazette, 
Press and Sun-Telegraph, and San 
Francisco News. 

The resolution points out that 
the “customary cash _ discount 
stimulates prompt payment by ad- 
vertisers to agencies,’ as well as 
by agencies to media, and that 
“it costs the medium nothing 
when it is taken into considera- 
tion in setting rates.” 

Of about 1,800 daily newspa- 
pers in the country, said Frederic 
R. Gamble, president of the Four 
A’s, only 113 do not now allow 
this discount—although in the lat- 
ter group are some of the largest 
papers in the country. The cash 
discount is paid by 95% of all 
magazines and by all four coast- 
to-coast radio networks. Of some 
900 radio stations in the country, 
however, only about 100 pay this 
discount. 


Head of JWT Plans 
Board to Sullivan, 
Stauffer & Bayles 


(Continued from Page 1) 
tion as a board in _ directing 
agency operations. 

Mr. Colwell joined Thompson 
in 1929 as a copywriter, and rose 
to become vice-president and di- | 
rector. Recently he was made} 
chairman of the agency plans} 
board, putting him in a key execu- 
tive position in the entire JWT 
operation. At one time or an- 
other, he has worked on almost 
all of the agency’s accounts. 

Howard Kohl, secretary of JWT, 
said that the agency had “no com- 
ment” to make on its selection of 
a successor to head the plans 
board. 


Oxford Bibles to JWT 


The Oxford University Press, 
New York, American affiliate of 
Oxford University Press, London, 
and of the Clarendon Press, Ox- 
ford, has appointed J. Walter 
Thompson Company, New York, 
to handle advertising on Oxford 
bibles in the United States. Pro- 
duction of bibles this year com- 
pared to the first five months of 
last year has increased by 25%, 
although manufacturing difficul- 
ties have decreased the number 
of styles from a prewar 300 to 
slightly more than 100. 


Starts Paper Bag Drive 


Tidy-House Paper Products, 
Inc., Brooklyn, has launched a 
newspaper and radio campaign, 
supported by point-of-sale mate- 
rial, for Tidy-House super waxed 
sandwich bags and Aquatized 
household bags. The drive, through 
Reiss Advertising, New York, fea- 
tures the seasonal utility of the 
products, noting that but for 
“these handy products . .. mom 
would find that a picnic’s no picnic 
for her.” 


DC&S Handles ‘D. A.’ 


Doherty, Clifford & Shenfield, 
New York, is the agency for Bris- 
tol-Myers Company, New York, 
on the “Mr. District Attorney” 
show, which returns to NBC in the 
fall. AA indicated inadvertently 
July 1 that Young & Rubicam 
handled this program as well as 
“Duffy’s Tavern” and the Allan 
Young show for Bristol-Myers. 
Another Bristol-Myers program 
handled by DC&S is “Break the 
Bank,” heard on ABC. 


Mutual Life Appoints 


Clifford B. Reeves, assistant to 
the president of Mutual Life In- 
surance Company, New York, and 
Donald B. Woodward, research 
assistant to the president, have 
been elected second vice-presi- 
dents of the company. 


Last Minute News Flashes 


ABC Appoints Hagman Manager of Central Division 

MINNEAPOLIS—C. P. Hagman, now vice-president and general man- 
anger of WTCN, has been appointed general manager of the American 
Broadcasting Company’s central division, with headquarters in Chi- 
cago, “in line with the network’s general expansion in the Midwest,” 


effective Aug. 1. 


He will fill a newly created position under E. R. 


Borroff, ABC vice-president in charge of the central division. 


Foote, Cone Gets Toni Cold Wave Account 

St. Pau, Minn.—Advertising of Toni, Inc., cold wave set producer, 
has been switched from the Chicago office of J. Walter Thompson 
Company to the Chicago office of Foote, Cone & Belding. Although new 
advertising plans have not been set, the company is currently using 
substantial radio and Sunday newspaper color. 


“umbermens Mutual Starts Safe Driving Campaign 

Cuicaco—Lumbermens Mutual Casualty Company will inaugurate 
a new safe driving campaign with a four-color bleed spread in the 
July 27 Saturday Evening Post, to be followed with a two-color page 
in the Aug. 17 issue. Shaw-LeVally, Inc., is the agency. 


Grocery Store Products Accounts to Bates 

NEw YorkK—Advertising for Cream of Rice, B in B mushrooms and 
Kitchen Bouquet, made by Grocery Store Products Sales Company, 
has been placed with Ted Bates, Inc. 


Rose Is Read, 
So ‘PM’ Adds Him 
Minus Cate Copy 


NEw YorK—One of advertising’s 
phenomenons in New York has 
been the brisk and chatty copy 
dished up daily by Billy Rose, 
pint-sized operator of the Diamond 
Horseshoe, which appears daily in 
seven of the eight New York dail- 
ies. This week the column got a 
bouquet from an unexpected quar- 
ter. PM, Marshall Field’s adless 
newspaper, agreed to add Mr. 
Rose’s column as an editorial fea- 
ture, minus the signature for the 
supper club. 

Mr. Rose, who sometimes refers 
to his establishment as “the finest 
moujik trap in New York,” de- 
votes practically none of his copy 
to plugging his cafe. In the mean- 
time, the jaded appetite of city 
dwellers has been given a fillip by 
some of the spritely Rose columns, 
which range in subject from the 
lack of beauty among college girls 
to Fulton Fish Market, and from 
the Museum of Natural History to 
the home life of the Quentin Rey- 
nolds (AA, Ad-Libbing, May 6). 

PM, now in the midst of a des- 
perate campaign to pick up circu- 
lation, says it will have the copy 
a day before it runs in New York 
dailies as an advertisement. 

The agency handling Rose’s en- 
terprises, the Blackstone Com- 
pany, says the column, retitled 
“Pitching Horseshoes,” is being 
offered gratis to major newspapers 
throughout the country. It is 
timed to run one day in advance, 
and is being offered both in mat 
and copy form. Of the newspa- 
pers, PM was the first to accept it. 
The agency refers to Mr. Rose as 
“the highest paid copywriter in 
the world,’’ which is somewhat of 
a misnomer. In actual practice, 
Mr. Rose suggests the subject of 
the next advertisement to Lee 
Rogow, a Blackstone copywriter. 
After Mr. Rogow has sweated out 
a preliminary version of a column 
on, say, helicopters, he trots the 
copy up to the plushy Rose office 
in the Ziegfeld Theater. There he 
reads it six or seven times to the 
showman, who interjects a few 
comments. Finally Rogow and 
Rose go into a huddle, toss in a 
few of the sparkling quips which 
distinguish the copy, and another 
ad is on its way. 

Recently, Mr. Rose listed his ten 
greatest women in America—judi- 
ciously dropping Mrs. Rose, the 
former Eleanor Holm, into the list 
—and invited other lists. He got 
15,000 letters in two weeks. The 
column, which started in April at 
70 lines, is now up to 150-200 
lines. In the past ten years, work- 
ing from an average annual budget 
of $150,000 a year, Mr. Rose has 
allocated 98% to Manhattan’s eight 
daily newspapers. 


Philco Opens Bid 
for Freezer Sales 


PHILADELPHIA — Philco Corpora- 
tion, which did not get into the 
refrigerator field until 1939 but 
rose to sixth place in two years, 
has served notice of intention to 
grab a top place in the postwar 
frozen-foods home storage field. 

Announcing “a long-range pro- 
gram to provide frozen foods stor- 
age for every home,’ Thomas A. 
Kennally, Philco’s vice-president, 
disclosed prices for the company’s 
new 2% and 5-foot freezers that 
“are by far the lowest of any large 
national-brand manufacturer.” 

The five-foot unit will be priced 
at $199.50 and the smaller unit at 
$149.50, anywhere in the U. S. 
Dealers and their customers had 
guessed, Mr. Kennally said, that 
the prices would average $75 to 
$100 more than this. 

Even before the prices were an- 
nounced, distributors and dealers 
placed orders for approximately 
100,000 of the freezers, he said. 
Volume production is “well under 
way” and “within the next two 
months, many thousands” of the 
freezers will be delivered. 

Philco is not yet ready to an- 
nounce promotion plans for the 
product. 


Mathes Gets Bakelite 
Account from Rickard 


J. M. Mathes, Inc., has been 
appointed agency for all products 
of the Bakelite Corporation, sub- 
sidiary of Union Carbide & Car- 
bon Corporation, replacing Rick- 
ard & Co., which resigned the ac- 
count. Mathes had been handling 
Bakelite’s Vinylite consumer ad- 
vertising and the switch gives the 
agency Vinylite industrial and all 
Bakelite advertising. 

According to Allan Brown, vice- 
president of Bakelite, “the resig- 
nation of our agency is the result 
of a friendly agreement which was 
made necessary by circumstances 
beyond our or their control.” 
Mathes got the Vinylite consumer 
account at about the same time 
that it lost Union’s National Car- 
bon Company account (AA, June 
11, 1945). It continues to handle 
Union Carbide’s institutional ad- 
vertising. 


Beckman Joins Agency 

Alfred E. Beckman, formerly 
sales service manager of American 
Broadcasting Company, has been 
appointed business manager and 
network time buyer in the radio 
department of Buchanan & Co., 
New York agency. 


Coulter Joins FC&B 


Douglas Coulter, former CBS 
vice-president in charge of com- 
mercial program development, will 
join Foote, Cone & Belding July 
15 as manager of the agency’s 
New York radio department and 
special assistant to Hubbell Rob- 
inson Jr., vice-president in charge 
of radio. 
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Ad Council Works 
on Atomic Energy 
and Inter-Faith 


New YorK— The Advertising 
Council has begun work on its 
three major postwar public serv- 
ice campaigns (AA, June 10) 
with the announcement of volun- 
teer agencies and campaign co- 
ordinators for the drives on in- 
ternational control of atomic en- 
ergy, world trade, and inter-group 
and inter-faith understanding and 
cooperation. 

G. Edward Pendray, public rela- 
tions counsel and formerly an ex- 
ecutive of Westinghouse Electric 
Corporation, will act as coordina- 
tor of the atomic energy cam- 
paign. Mr. Pendray is also a 
qualified physicist who has dofe 
considerable work in the field. The 
volunteer agency will be Young & 
Rubicam. 

C. D. Jackson, of Time Interna- 
tional, and Charles Rheinstrom, 
aviation consultant, will be coordi- 
nators on the foreign trade cam- 
paign. Mr. Rheinstrom will con- 
centrate on the travel aspects, and 
Mr. Jackson on the other business 
phases. Kudner Agency, with sec- 
retary and treasurer Blackwell 
Smith as account executive, will 
be the volunteer agency. Mr. 
Smith was formerly active in the 
World Trade Federation. 

Lee Bristol, of Bristol-Myers 
Company, will be the coordinator 
of the campaign to promote inter- 
faith and inter-group understand- 
ing. A group of agencies headed 
by Cecil & Presbrey will work on 
the campaign, with Sam Dalzimer, 
C&P vice-president, in charge. 


Program Heads: 
“NAB Policy Code 


Isn't ‘Static’ ” 


CuiIcaGco—The NAB’s code of 
standard practices is not a “static 
document” but must be constantly 
reviewed, interpreted—and pos- 
sibly revised—the association’s re- 
constituted program committee re- 
minded the industry this week. 

Members of the executive com- 
mittee, holding their initial meet- 
ing here, also emphasized that the 
primary responsibility for pro- 
grams and program policy rests 
with the individual licensee. 

Justin Miller, who presided at 
the conference, said the group re- 
viewed all phases of programming, 
paying special attention to the 
standard practices code and 
changes which have already been 
effected. The committee members 
agreed unanimously that it must 
be subjected to “constant review 
and interpretation,” he said. 

Committee recommendations are 
to be submitted to the NAB board 
of directors at its meeting Aug. 
5-7, and Mr. Miller said he was 
confident that “the policy promul- 
gated will meet with industry co- 
operation and public approval.” 


JOHN RING JR. 


St. Lovuis—John Ring Jr., 
founder and a past president of 
the St. Louis Advertising Club, 
died June 29, following a short 
illness. He had headed the In- 
dustrial Bureau of the St. Louis 
Chamber of Commerce since 1934, 
and previously, 1920-1932, had op- 
erated his own advertising agency. 
He was at one time president of 
the Financial Advertisers Associa- 
tion of St. Louis, and a vice-presi- 
dent of the old Associated Adver- 
tising Clubs of the World. 


McCann Boosts Conine 


William H. Conine, who has 
been account executive on the Na- 
tional Biscuit Company account 
at McCann-Erickson since 1937, 
has been appointed vice-president 
of the agency. He joined McCann 
in 1934, :; 
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BROOKLYN 


rAMPLUS 


The manufacturer discussed the prob- 
lem with a Hearst Advertising Service 
man. Together they selected a typical 
sales division and prepared a complete 
analysis covering every food outlet. 


The analysis revealed two conditions. 
First, the manufacturer’s distribution 
was extremely spotty. Second, in those 
stores which stocked the manufac- 


New York Journal-American 


The case of the MISSING OUTLETS 


A GROCERY manufacturer in a major city was doing ___turer’s products the sales per outlet were too low. 


a fair job. But the manufacturer wasn’t satisfied. — With this clear picture at hand the manufacturer took 
His sales force was large enough and his sales volume steps to improve the situation — applying his sales 
was good, but it wasn’t up to the market potential. —_ force for better coverage and better servicing of every 


potential outlet — getting greater re- 


CALL THE H-A-S MAN sults from the same man power. 


Just drop us a note 
saying, ‘I’m interested This is the kind of cooperation that’s 


in your market infor- 

mation on (name your COming more to the fore as more busi- 
type of product).”’ . . 
nessmen realize the value of knowing 
sales territory in the informed, intimate 


way that a newspaperman knows it. 


Zsa If you have a problem why not see 


( what H-A-S has to offer? 


HEARST ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 


959 — 8th Ave., New York 19, N.Y.— Offices in principal cities 


Representing: 
- Pittsburgh Sun-Telegraph + Chicago Herald-American 


Baltimore News-Post-American + Boston Record-American-Advertiser + Detroit Times +* Albany Times-Union 


San Francisco Examiner 


* Los Angeles Examiner + Seattle Post-Intelligencer 
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